INFLUENCING ENTREPRENEURSHIP: SOCIAL AND CULTURAL FORCES IN JAPAN An Exploratory Research by Li Xi
i 
<MBA Degree Thesis> 
AY 2019 
 
INFLUENCING ENTREPRENEURSHIP: SOCIAL AND 
CULTURAL FORCES IN JAPAN 
An Exploratory Research 
 
57170538-8 LI XI (XAVIER) 
ENTREPRENEURSHIP AND ENTREPRENEURIAL 
LEADERSHIP 
C.E. PROF. HIGASHIDE HIRONORI 
D.E. PROF. TAKEUCHI NORIHIKO   D.E. PROF. MAKI KANETAKA 
 
 
Summary 
 
The study is an exploratory research on the role of cultural and social forces and their 
influence on people’s interest in pursuing entrepreneurship in Japan.  Focusing on four 
distinguishable domains: parental influence, spousal influence, peer influence, and social and cultural 
influences, the study examines how each domain of influence impacts people’s interest and motivation 
to pursue entrepreneurship and their opinion of entrepreneurship a career choice.  Conducted in Japan, 
this research uses quantitative data from surveys and qualitative narratives from interviews with 
entrepreneurs to investigate 1) what are the key drivers among the aforementioned social and cultural 
factors that affect people’s interest in entrepreneurship, 2) how an individual’s personal disposition 
and perception of entrepreneurs in Japanese context affect his or her interest in pursuing 
entrepreneurship, and 3) significant differences in attitudes, behavioral tendencies and key drivers of 
entrepreneurial motivation between demographics such as gender, nationality, etc. 
Univariate and multivariate analysis, along with qualitative analysis of interview materials 
provide evidence that support the following findings.  Among the surveyed population, men tend to 
show stronger interest in entrepreneurship than women, and people who have previous experience 
with entrepreneurship, such as joining entrepreneurship clubs or taking entrepreneurship classes, tend 
to exhibit stronger interest in entrepreneurship on average.   
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1) Parental influence was important in that having entrepreneurial parents had a positive impact 
on entrepreneurial interest, and those who were more willing to defy parents’ expectations also 
appear to be more interested.  These factors were more influential on male and Japanese in 
particular, qualitative findings from actual experiences supported these observations on parental 
influences.  
2) Regarding spousal influence, people’s openness to marrying entrepreneurs was found to have 
significant correlation to their interest in entrepreneurship, and for the Japanese population, 
support from their spouse was especially important.  Qualitative findings were consistent with 
regards to the importance of spousal support.   
3) In terms of peer influence, people who have more entrepreneurial peers appeared more 
interested in entrepreneurship, and it was true for all demographic groups.  For the male and 
Japanese populations, having supportive peers also appeared to be significant, however the 
qualitative finding showed evidence to the contrary.   
4) In the context of social and cultural influences, it was observed that people who admired and 
respected entrepreneurs, and those who regarded entrepreneurs with high social status, tend be 
more interested in entrepreneurship.  However, qualitative data showed that social status was 
in fact not a significant motivator for those who went on to become entrepreneurs.   
The overall results showed that the non-Japanese population were less susceptible to these influences 
than the Japanese population, as most factors across all four domains showed no significant effect on 
their interest in entrepreneurship.  It was also observed that the female population was less affected 
by various factors than the male population, especially when it comes to parents. 
The study can be expanded upon and further developed for academic or practical purposes.  
The findings of this study may be of keen interest to people who are attempting to formulate new 
programs and initiatives to increase Japan’s entrepreneurial activity, such as education institutions, 
entrepreneurship associations, venture incubation centers, and government policymakers in Japan.   
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CHAPTER 1. INTRODUCTION 
1.1 BACKGROUND AND MOTIVATION OF THIS RESEARCH 
Japan’s business environment has not generally been considered a hotbed of entrepreneurial activity.  
Decades of rapid economic growth in the 80’s and early 90’s has led to the rise of large corporations, 
increasing wages, and the spread of management practices such as the lifetime employment system.  The 
economy has slowed and struggled to grow in recent years, but with Japan’s rapidly aging population, the 
labor market becomes increasingly a seller’s market for job seekers.  A culture of guaranteed lifetime 
employment and seniority-based promotions at large corporations created an environment where incentives 
to start new business as entrepreneurs are understandably low.  According to the Global Entrepreneurship 
Development Institute, Japan’s Global Entrepreneurship Index ranks only 28th in the world with a score of 
51.5, below average and ranking towards the bottom among OECD countries.  Among Asia-Pacific 
countries, Japan ranks only 6th despite being the second largest economy in the region (GEDI, 2017).  Data 
from the OECD and World Bank have shown Japan’s consistently low rate of new business entry and venture 
capital investment, and separate studies by the Global Entrepreneurship Monitor show low levels of interest 
and participation in entrepreneurship, as well as high levels of fear of failure in Japan (Karlin, 2013).  Since 
entrepreneurs and entrepreneurial activity are important drivers of economic development, the IZA Institute 
of Labor Economics summarized (Kritikos, 2014) their impact as follows: 
“Entrepreneurs boost economic growth by introducing innovative technologies, 
products, and services.  Increased competition from entrepreneurs challenges existing 
firms to become more competitive.  Entrepreneurs provide new job opportunities in 
the short and long term.  Entrepreneurial activity raises the productivity of firms and 
economies…” 
 
and as the Japanese government is trying proactively to reverse years of economic stagnation, it would seem 
logical to promote higher levels of entrepreneurial activity in order to revitalize its economic recovery. 
However, despite this awareness and various strategic initiatives to increase the rate of start-ups, 
Japan continues to struggle to attract more people to pursue and launch entrepreneurial ventures.  As 
indicated by the Amway Entrepreneurial Spirit Index (AESI), Japan’s score of 25 ranked second to last 
among 44 countries surveyed (AGER 2018).  Not only is Japan last among OECD countries, its situation 
is in stark contrast to other developing countries in Asia, such as China, India, Vietnam and Malaysia, which 
hold the four highest AESI scores in the report. 
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Why does Japan, an advanced liberal economy, with relative low levels of corruption and a highly 
educated workforce, have such difficulty generating higher levels of entrepreneurship?  There are many 
possible factors, such as government policies, start-up infrastructure & ecosystem, financing, education, self-
confidence, perception of ability, knowledge and management skills, etc.  Prior studies have been 
conducted, including those by GEM and GEDI, to examine these factors and highlighted Japan’s 
shortcomings in some of these areas.  But one factor that is often discussed but not yet well understood is 
the cultural and social aspects that influence people’s disposition and attitude towards entrepreneurship in 
Japan. 
In a culture that stresses conformity and harmony, with conservative thinking that’s unfavorable 
towards nonconventional career choices and unforgiving towards failures, surely makes it more challenging 
for people who might otherwise have entrepreneurial intentions.  Would aspiring entrepreneurs waver in 
their mental resolve to go forward if, for example, their parents or spouse strongly opposed?  What if their 
friends all chose traditional careers?  What if the society in general do not hold entrepreneurs in high 
regard?  What kind of effect does that have on their psyche? 
While previous studies have demonstrated the social and cultural impacts on entrepreneurship in 
general, the scarcity of empirical studies focusing specifically on Japan warrants a closer examination.  The 
key inspiration behind this research is to better understand people’s mindset and whether these intangible 
forces are exerting significant influence and impact over their entrepreneurial spirit in Japan.  In turn, these 
insights could help lay the groundwork for discussion on how to reduce and break down these potential 
barriers to entrepreneurship.  Therefore, this research was initiated for these reasons. 
 
1.2 PURPOSE AND OBJECTIVE OF THIS RESEARCH 
The purpose of this research is to gather and measure people's opinion about Entrepreneurship from 
within Japan, as well as their perception of social and familial influences on their career decision-making, 
specifically regarding how these influences impact their interest and motivation towards pursuing 
entrepreneurship.   The opinion metrics and experiences are analyzed in a quantitative and qualitative 
manner in order to investigate the key factors that drive people’s views and tendencies, as well as finding 
possible correlations between their perceptions and their behavioral intentions.  Therefore, this is an 
exploratory research on the role of cultural and social forces and how they affect people’s interest in pursuing 
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entrepreneurship, and potentially give some credence to the impact these forces have on entrepreneurial 
activity in this country.  The research objective is concerned with these primary research questions:  
RQ1. What are the key drivers in terms of personal, social/cultural, and relationship factors 
(family, significant other, friends, etc.) that affect an individual’s interest in pursuing 
entrepreneurship? 
RQ2. How do factors such as an individual’s opinion and admiration of entrepreneurs, 
desire for high social status, and their perception of entrepreneurs’ social status affect 
his or her interest in pursuing entrepreneurship? 
RQ3. Are there any significant differences in the patterns and tendencies of key drivers of 
entrepreneurial motivation across different demographic groups?  Such as gender, 
and nationality? 
 
1.3 SIGNIFICANCE AND IMPLICATIONS OF THIS RESEARCH 
Understanding the key drivers of interest in entrepreneurship in Japan could be the key to nurturing 
future entrepreneurship.  It is still unclear within Japan’s entrepreneurial environment how strong cultural 
and social influences are on the prevailing attitude about entrepreneurship.  A more systematic study and 
better understanding of this interaction could help uncover clues to help Japan improve its rate of 
entrepreneurship.  This research attempts to make contributions to the entrepreneurship literature in the 
following ways: 
1. Provide an enhanced understanding of the significant influences from an individual’s closest 
personal relationships, key stakeholders in a person’s life such as a) family/parents, b) 
significant other, c) friends and social circle, and how these influences can sway one’s interest 
and outlook on entrepreneurship as a career choice.  The analysis may be able to show 1) 
which stakeholder appears to be the strongest influencer, 2) the effect of their support, or lack 
therefore, on an individual’s motivation to pursue entrepreneurship, and 3) how willing are 
potential entrepreneurs defy their expectations and wishes. 
2. Offer an improved understanding of the significance of cultural values and professional social 
status, and how these factors shape one’s motivation and desire when choosing a career.  
Provide insights on how people value entrepreneurs in terms of social status and as a career 
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choice, and attempt to explain if any correlation exists between cultural values and social status 
and entrepreneurial intention. 
3. Utilizing qualitative case studies, this research can provide meaningful narratives around the 
relationship dynamics between potential entrepreneurs and their personal relationships.  For 
example, whether their decision to pursue entrepreneurship positively or negatively impacted 
their relationship with their loved ones, or if it reduced their perceived viability as marriage 
partners due to the unstable and risky nature of entrepreneurship.  The research may help 
explain if these relationship dynamics could present additional challenges to entrepreneurship. 
The findings of the research may be of interest to education institutions, entrepreneurship 
associations, venture incubation centers, and government policymakers in Japan as well as worldwide.  
Understanding the key drivers of cultural, social and relationship forces can help Japan find ways to 
overcome certain hurdles to increasing entrepreneurship.  For example, MEXT (education) and METI 
(economy) officials may be able to utilize this knowledge when considering new educational programs and 
social safety net policies to stimulate more creativity and risk-taking.  Entrepreneur associations and 
incubation centers can better understand the difficulty and mental challenges unique to Japan and create 
better support networks and mentorship programs to help future entrepreneurs.  More importantly, the 
government may be able to use the findings to consider ways to promote and advocate entrepreneurship to 
the Japanese society in order to generate more new businesses. 
 
1.4 TERM DEFINITION 
The following three terms may need further clarification for better understanding of the scope and 
coverage of this research. 
Entrepreneurship: Although there has not been a consistent definition for “Entrepreneurship”, the common 
concept of entrepreneurship is applied here, where individuals (entrepreneurs) engage in designing and 
creating new businesses while bearing the financial risks.  For the purposes of this research, pursuing 
Entrepreneurship also encompasses people who decide to join early stage start-ups and venture businesses 
as a career choice.  The reason being, these people are taking on a higher level of risk than traditional 
employment and may enjoy higher financial rewards in the form of equity or stock options similar to the 
founders. 
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Venture Business: Per common Japanese business terminology, the term “Venture Business” (ベンチャー起
業) is often used in place of “Start-up Company” or “New Business”.  For this study a venture business 
refers to the same concept as start-ups and new businesses created by entrepreneurs. 
Significant Other: A colloquial terminology used in the west as an umbrella word to describe life partners 
including but not limited to spouse, fiancée/fiancé, girlfriend/boyfriend, domestic partner, etc.  For the 
Japanese audience, the term 恋人・配偶者 was used in translated instances as there are no similar umbrella 
term in Japanese for “Significant Other”. 
1.5 ORGANIZATION OF THESIS 
This thesis is structured as follows.  Chapter 2 will contain reviews of related literature that explore 
the role of personal relationships and society in the framework of entrepreneurship.  A discussion of these 
literature and their relevance to this study on Japanese entrepreneurship is provided in this chapter.  Chapter 
3 provides a description of the research methodology used answer the research questions, including a 
discussion of the instrument for data collection and interview target selection process, as well as the research 
design to analyze the information.  Chapter 4 discusses the analyses of this thesis in a quantitatively manner, 
followed by the qualitative portion in Chapter 5.  Finally, Chapter 6 provides discussion and implications 
of the findings, and concluding remarks such as limitations of this research and proposals for future studies 
including enhancements that could improve this research 
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CHAPTER 2. RELATED LITERATURE 
2.1 INTRODUCTION 
In this chapter, a review of the existing literature related to social and cultural influences on 
entrepreneurship is presented.   In addition, the review focuses on studies of intangible forces from the 
society and family, specifically the influence and supportiveness by parents and spouses, and how they 
impact a person’s behavior and consideration of entrepreneurship as a career choice.  Section 2.2 provides 
a background of entrepreneurship in Japanese culture and literature that highlight Japan’s current challenges.  
Section 2.3 discusses literature that examines the relationship between family and parental influence and 
entrepreneurship.  Section 2.4 discusses literature that examines the significance of significant other 
(spousal) influence.  Section 2.5 discusses literature regarding the importance of cultural values and social 
status associated with entrepreneurship.  And finally, section 2.6 will be a summary of the chapter. 
 
2.2 ENTREPRENEURSHIP IN JAPANESE CULTURE 
When the NHK morning drama Mampuku (まんぷく) started airing in October of 2018 (NHK 2018), 
it was a rare occasion that a story about an entrepreneur was portrayed in mainstream Japanese media.  The 
drama series was based on the lives of Momofuku Ando, who was famous for inventing the instant ramen 
and founding Nissin Foods Group, and his wife Masako.  The story chronicled how an entrepreneur named 
Manpei struggled in gaining trust and support from a woman he loved named Fukuko.  To make matters 
worse, when Manpei proposed to marry Fukuko, Fukuko’s mother strongly objected on the basis that he was 
not properly employed.  After they eventually married, the story depicted Fukuko’s role in supporting 
Manpei as an entrepreneur.  The story touched on many social and culture issues in Japan at the time, but 
specifically it gave a rather authentic portrayal of how entrepreneurs were regarded in Japan, the difficulties 
they face in their professional lives, and the constant doubts and challenges they must overcome.  It showed 
that the people around potential entrepreneurs have great influence over them, not only on their business 
success but also other aspects of their lives.  A 2016 Washington Post column about Japanese entrepreneurs 
highlighted two specific obstacles, calling them “wife block” and “parents block” (Fifield 2016) and said: 
“The idea of being an entrepreneur is completely at odds with the “Japanese dream” of 
the security and benefits of lifelong employment at a big company. So if you suggest 
starting out on your own to pursue some great idea it is likely to be blocked by either 
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your wife (given that budding entrepreneurs in Japan are overwhelmingly male) or 
your parents.” 
 
Even though Momofuku Ando’s story was from more than 60 years ago, most of it is still aptly appropriate 
for Japanese entrepreneurs today.  It was initially through this drama that inspiration came to me to further 
research on this topic, and to thoroughly investigate the barriers and catalysts to entrepreneurship in Japan. 
There is no question culture plays an important role in a country’s overall success of fostering 
entrepreneurship.  Entrepreneurial mindset is often associated with Western values of individualism, 
materialism, and competitiveness, but these values are not prominent and pervasive in Japanese society 
(Helms, 2003).  Researchers in the entrepreneurship field are keenly aware of the importance of culture and 
values, as many largescale global studies have devised ways to measure their impact in their research and 
survey models. 
For example, in the Amway Global Entrepreneurship Report, two of the five key questions 
incorporated such components.  One of the items under Question 2 (Amway Entrepreneurial Spirit Index) 
measures whether “My family or friends could never dissuade me from starting a business”, and an item of 
Question 3 (Self-Assessment) measures whether “I think that my family and friends are supportive”.  These 
questions imply that family or friends hold strong influence over potential entrepreneurs.  In the most recent 
AGER report, for both measurements, Japan ranked below average and towards the bottom among the 47 
countries surveyed (AGER 2018). 
The Global Entrepreneurship and Development Institute assesses a country’s entrepreneurship 
ecosystem using their Global Entrepreneurship Index, and one of the 14 main pillars of the GEI score is 
“Cultural Support”, the GEDI describes it as follows: 
“This pillar is a combined measure of how a country’s inhabitants view entrepreneurs 
in terms of status and career choice... Without strong cultural support, the best and 
brightest do not want to be responsible entrepreneurs, and they decide to enter a 
traditional profession. Career Status is the average percentage of the population age 
18-64 who say that entrepreneurship is a good career choice and enjoys high status.” 
 
In the 2018 edition of the GEI study, Japan came in at 36% (GEDI 2017).  While it is above the Asia-Pacific 
regional average of 33%, compared to other large advance economies like the United States at 81.6%, 
Canada at 97.5%, Germany’s 84.2%, or the United Kingdom’s 92.8%, it is obvious that a significant gap 
exists between Japan and advanced western countries and that cultural support is lacking.   
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 The Global Entrepreneurship Monitor, on the other hand, utilizes conceptual framework that 
illustrates the relationship between entrepreneurship and various environmental factors, and one of the key 
framework conditions is “Cultural and Social Norms”, which the GEM describes as: 
“This factor shows whether and how society exhibits an entrepreneurship focus within 
the culture through behavior, beliefs, language and customs. This can encourage 
entrepreneurs by demonstrating acceptance, support and high regard for their activity.” 
 
Also, as part of GEM’s conceptual framework is a measurement for “Societal Values about entrepreneurship” 
which include two factors: 1) societal beliefs about entrepreneurship as a good career choice, and 2) whether 
entrepreneurs have high societal status.  GEM’s measures for “Cultural and Social Norms” and “Societal 
Values” are very similar to GEDI’s description of the “Cultural Support” pillar, echoing the importance of 
culture and society.  In the latest 2018/2019 edition of the report (GEM 2018), Japan’s “Cultural and Social 
Norm” value of 3.62 ranked 47 out of 54 countries, and the percentage of adults who believed “High status 
to entrepreneurs” and “Entrepreneurship a good career choice” are some of the lowest in the world.   
 Two commonalities can be observed across the studies by AGER, GEDI and GEM.  First, all 
three of them considered cultural and social values and support to be important components that affect 
individual entrepreneurial spirt and the overall entrepreneurial environment.  Second, all three studies 
showed through their various metrics, that Japan is severely lacking in cultural and support factors, which 
no doubt has negatively impacted the conduciveness of the entrepreneurial environment, contributing to 
Japan’s subpar entrepreneurship ecosystem.  Considering these conditions, it should not be a surprise that, 
in terms of Total early-stage Entrepreneurial Activity (TEA), Japan came in fourth to last among 54 countries 
surveyed in 2017 and again four to last among 48 countries surveyed in 2018 by the GEM.  And as for 
individual level measures, AGER’s AESI score of 25 reflected Japan in a similar position, ranking second to 
last among 44 countries in terms of “entrepreneurial spirit”. 
 
2.3 THE ROLE OF FAMILY AND PARENTS 
Individuals’ parents and family member are among the biggest stakeholders in their lives, especially 
early on throughout school and early career phase, before they start their own families when other 
stakeholders come into the picture.  Parents bear a big responsibility in the education of their children, they 
act as role models, provide guidance on important life issues, and help shape their characters and 
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personalities.  When it comes to the children’s educational and career decisions, the parents are sure to be 
involved, giving opinions, advice, and setting expectations for their children, solicited or unsolicited.  There 
is no question parents exert strong influence, even if the children have some control over how much they let 
themselves be influenced.  The same influence applies when it comes to people with entrepreneurial 
aspirations.  There are two main avenues of parental influence on entrepreneurial intentions: parental 
support and encouragement, and parental role models. 
Parental support – when an individual is deciding whether to pursue entrepreneurship, parents can 
become involved in a very direct and practical way.  This could range from simple verbal encouragement 
and mental support, to offering guidance and resource assistance, and to the flip side, objection and 
discouragement.  Case in point, a study conducted jointly by Babson College and London Business School 
across the US, Canada, UK, Germany, and Finland found that British parents are remarkably unenthusiastic 
about their children starting their own businesses compared to the other four countries surveyed (Marsh 
1998).  Also, from an extensive set of interviews and case studies conducted by Dyer (1994), it was found 
that in some cases, aspiring entrepreneurs were discouraged from starting their own ventures due to the lack 
of support from their parents and family (Dyer 1994).  In Japan, where parent traditionally has had great 
influence on their children, particularly from father figures, parents are sure to have their voices heard in the 
event that their children are considering entrepreneurship.  However, literature and empirical data on 
Japan’s parental support of entrepreneurship is scarce. 
Parental entrepreneurship – parents act as role models for their children in various ways, that is no 
different when it comes to being entrepreneurial.  In fact, studies have demonstrated a positive relationship 
between having an entrepreneur parent and the likelihood of the children becoming entrepreneurs.  A study 
conducted in Sweden found that parental entrepreneurship increases the probability of children’s 
entrepreneurship by about 60% (Lindquist, Sol, Praag 2015).  A separate study in Germany found that role 
models in entrepreneurial families are important motivators for becoming self-employed, and similar effects 
were observed for parental, paternal and maternal role models.  Though the degree of impact still depended 
on the individual’s personality (Chlosta, Patzelt, Klein & Dormann 2012).  However, other similar studies 
found no correlations, a study in the US did not observe such presumed advantages of having an 
entrepreneurial parent among nascent entrepreneurs.  A possible explanation offered by the study was that 
entrepreneurial parents, knowing the difficulties and challenges themselves, may prefer their children not to 
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follow their footsteps (Kim, Aldrich & Keister 2006).  In either instance, indications are that parental 
entrepreneurship does have significant influence, both positive and negative, over an individual’s 
entrepreneurial intention, whether it is in the form of motivation, entrepreneurial knowledge transfer, or 
financial resource support.  On this particular issue, the literature and data on Japan is scattered and not 
readily available. 
 
2.4 THE ROLE OF SIGNIFICANT OTHER 
As previously defined, a significant other is frequently used as an umbrella term in the west for 
intimate partnerships that includes spouse, fiancée/fiancé, girlfriend/boyfriend, domestic partner, etc.  A 
significant other, like parents, has very strong ties to an individual, especially if the relationship is serious.  
Eventual life partners could become the most influential stakeholder in the middle to later part of a person’s 
live, as people get married to start their own families and detach from their parents.  When one is involved 
in a relationship, important career and life-changing decisions like pursuing entrepreneurship rarely happen 
without consultation with their life partner.  According to Van Auken and Werbel (2006), it is important for 
aspiring entrepreneurs to discuss about their “dreams, time demands, and financial risk” with their spouses 
in the beginning of a new business venture (Van Auken, Werbel 2006). 
Particularly in Japan, where traditions of gender roles are strong and persistent, single-income 
families expect the husbands to earn the family’s living, while wives are responsible for housework, raising 
the children and taking care of the aged (Sakai 2005).  Under such arrangements, the income stability and 
job security of the family breadwinner are of high importance, which poses significant challenges to potential 
male entrepreneurs.  Even in dual-income families, expectations are placed on the women to do a larger 
share of the housework on top of childrearing, which on the other hand, poses significant challenges to 
potential female entrepreneurs. 
For couples in romantic relationships but not yet married, a higher degree of freedom to pursue 
entrepreneurship may exist, but the prevailing conservative culture and favoritism towards the safety of 
traditional careers may adversely affect their relationships and marriage prospects.  Evidence in India, a 
country with conservative culture, strongly suggests that women are less inclined to marry entrepreneurs 
(Rai 2012).  One can imagine such pressure is only heightened in a Japanese society that prizes stability 
and shuns uncertainty.  In two separate studies conducted in Japan by the Tokyo-based marriage concierge 
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service company Partner Agent, they found that 55.4% of male self-employed entrepreneurs are unmarried, 
second highest among all occupations; and among the occupations favored by women, self-employed 
entrepreneurs are outside of the top 10, the main reason being that women wanted “the peace of mind of a 
stable occupation” (Partner Agent 2013).  Such inherent obstacles could give potential entrepreneurs pause, 
as life and family matters are just as important as finding satisfaction in business ventures. 
The supportiveness, open-mindedness and risk tolerance of an individual’s significant other, for 
both male and female entrepreneurs, are also important determinants of the success of new entrepreneurial 
ventures.  Dr. Rodney Riley of the Center for Free Enterprise and Entrepreneurship at Wilkes University 
said: 
“A supportive marital partner can help keep an entrepreneur remain centered… the 
spouse must be an independent person, handle family business alone, accept travel by 
the entrepreneur, and give up weekends and vacations”  
 
According to Teri Ooms, executive director of The Institute for Public Policy & Economic Development, a 
spouse’s ability to tolerate substantial risk without excessive fear is a vital necessity for married 
entrepreneurs (Gardner 2016).  Work-life balance is also an important consideration, as starting a new 
business could put tremendous strain on a marriage.  Dyer’s study of over 100 entrepreneurs found that 
marital conflict, neglect of children, and divorce can all be possible outcomes if work-family issues are not 
managed well by the entrepreneur (Dyer 1994).  How exactly do the Japanese feel about the need for 
support and the influence from their significant other?  Extensive literature and empirical studies on this 
issue specific to Japan is not abundant. 
 
 
2.5 THE ROLE OF CULTURE, PEERS, AND STATUS 
A little removed from the influence from an individual’s loved ones are the influences from the peer 
group, social circle, and the cultural values and social norms of that individual.  For example, what is the 
perceived social status of entrepreneurs in Japan?  Is being an entrepreneur considered a good career choice 
from a Japanese cultural point of view?  Do potential entrepreneurs care about such perceptions and 
stigmas?  Do they have entrepreneurial friends and peers to support and mentor them?  These factors exert 
various degrees of influence on his or her entrepreneurial motivation. 
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Japan’s economic growth in the postwar period has largely been attributed to the success of large 
firms.  With government support and the interconnected keiretsu structure, cooperation between large firms 
formed the basis of modern Japanese economy.  This structure has produced decades of economic 
expansion and gave birth to Japanese management practices such as the lifetime employment system that 
worked well for both employees and firms.  These business conditions, along with Japan’s group 
orientation and risk avoidance mentality, have made it difficult for people to abandon the socially accepted 
choice of corporate or public-sector careers.  In addition, a culture that stigmatizes failure has made Japan 
a less conducive environment to take risk and create new business ventures (Futagami, Helms 2009).  
Aspiring entrepreneurs who ultimately take the plunge must manage to overcome these strong cultural forces.  
Recently, however, Japan’s view on entrepreneurship has slowly changed as traditional large corporations 
struggled and successful start-ups are given positive media attention.  Not only that, people have become 
more openminded than before about working for start-ups or becoming entrepreneurs (Choudhury 2018) 
While the cultural context in Japan can be rigid and constricting for entrepreneurs, an individual’s 
peer group, friends, and social circle have shown to have significant and positive influence on 
entrepreneurship.  Since this study is more focused on university students and young people in the early 
stages of their careers, peers in university and the workplace could play a big role in shaping their 
entrepreneurial motivation.   A study of US hedge fund managers who became entrepreneurial found that 
social influence from university peers increased entrepreneurial behavior and entry rate by transmitting 
information about new opportunities and reducing the uncertainty associated with entrepreneurship 
(Kacperczyk 2013).  A similar study in Denmark also found positive entrepreneurial influence from 
workplace peers, specifically from coworkers who have been entrepreneurs before (Nanda, Sørensen 2010).  
Another study in Sweden showed that individuals residing in highly entrepreneurial neighborhoods are also 
exposed to positive peer effects that make them more likely to become entrepreneurs (Giannetti, Simonov 
2009).  These studies make a strong argument for the significance of the influence from individuals’ peer 
groups and social circles, making it worthy of a closer look for this study. 
Another influential aspect of the society is the social status attached to entrepreneurs, and whether 
the society in general considers it a good career choice.  As mentioned earlier, both the GEM and the GEDI 
consider this factor to be an important driver of entrepreneurship.  As a point of comparison, according to 
GEM, a highly entrepreneurial country like the US regards entrepreneurs with high levels of media attention 
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and status; 78.7% of adults age 18-64 believe entrepreneurs have high social status and 62.7% believe 
entrepreneurship is a good career choice.  While in Japan, only 51.5% believe entrepreneurs enjoy high 
status and a dismal 22.8% believe entrepreneurship is a good career choice.  GEDI’s observations on 
country-level cultural support echoed GEM’s findings about career choice and social status.  One reason 
could be the lack of successful entrepreneur role models (Fifield 2016), besides Rakuten’s Hiroshi Mikitani, 
Softbank’s Masayoshi Son, and a handful of recent success stories like Mercari, few role models exist in 
Japan for entrepreneurial inspiration and positive media exposure.  While higher social status for 
entrepreneurs has been shown to have a positive effect on willingness to start-up in a study of MBA students 
across the US, Israel, and Hungary (Malach-Pines, Levy, Utasi, Hill 2005), another study conducted in 
Germany found strong evidence that, far from the heroic figure often attributed to entrepreneurs, German 
entrepreneurial identity is characterized as reckless and not sufficiently serious (Kalden, Cunningham, 
Anderson 2017).  What is the case for Japan?  What exactly is the entrepreneurial identity in Japan?  
How much do Japanese people value entrepreneurs in terms of social status and as a career choice?  It was 
difficult to determine from current literature as systematic studies on this topic is lacking and few papers 
exist in the English language. 
 
2.6 SUMMARY 
Separating the research focus into four distinguishable domains: parental influence, spousal 
influence, peer influence, and social and cultural influences, each domain was found to have significant prior 
studies and researches conducted.  Albeit very few of these studies are centered around Japan, large-scale 
global studies on entrepreneurship do agree on the importance of cultural context and social influences on 
entrepreneurship.  And the available Japan-related literature did attest to how these factors appear to pose 
substantial challenges and barriers to aspiring entrepreneurs in Japan.  While specific studies on Japan were 
not available in abundance, smaller scale regional studies have shown the significance of parental, spousal 
and peer influences on entrepreneurship, as well as the importance of social status and historical context.  
But how exactly do these mechanisms work to affect the mentality of would-be entrepreneurs and young 
people in Japan remains to be seen. 
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CHAPTER 3. RESEARCH METHODLOGY 
3.1 INTRODUCTION 
In this chapter, the research methodology to examine the research questions will be discussed.  
First, section 3.2 will walk through the research scope, research design, and instrument to capture the 
variables that represent significant factors in the research questions.  Section 3.3 will describe the target 
population and sample selection.  Section 3.4 will describe the method of data collection and the resulting 
limitations.  Finally, Section 3.5 will discuss the method of analyzing the information collected. 
 
3.2 RESEARCH DESIGN, SCOPE AND INSTRUMENT 
3.2.1 Research Scope  
 Since there are many factors that affect entrepreneurial activity levels and entrepreneurial 
motivation, attitudes and orientation, it is important to first clearly define what is in scope and out of scope 
for this research.  This research is only concerned with the cultural and social influences that directly or 
indirectly impact entrepreneurial motivations and attitudes.  It is not a study of key success factors for 
entrepreneurs.  Infrastructural factors such as the business environment, government regulations, and ease 
of starting and doing business, macro factors such as education, religion, regulatory policies, and political 
system, economic factors such as availability of resources, talent, financial capital, as well as business model 
and industry are not in the scope of this study.  Also not in scope of this study are people’s self-perceptions 
in the entrepreneurial role, such as confidence, knowledge needed to start-up, ability to create and innovate, 
skills required to attract and manage talent, etc.  This study is solely focused on external intangible 
influences from people’s closest personal relationships, the biggest “stakeholders” in their lives – parents, 
significant others, close friends, etc., and cultural values that drive people’s career decisions and desires for 
social status, and how the perceived reputation of entrepreneurs fit within the picture. 
3.2.2 Research Design 
It is within the aforementioned scope, and the motivation to delve into people’s mindset to better 
understand the significance of these influential forces, that this research was founded on.  The research is 
not attempting to explain how the current level of entrepreneurial activities in Japan came to be as a result 
of certain variables or factors.  But rather, it aims to explore what kind of role various stakeholders and 
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social values play in a person’s disposition on entrepreneurship as a viable career choice, and attempts to 
describe how these influential forces impact people’s interest in entrepreneurship, from a uniquely Japanese 
point of view.  Since the research revolves around observations and analyses of a social phenomenon, a 
combination of quantitative and qualitative analyses would seem well suited for answering the research 
questions.  Quantitative metrics can be used to discover key patterns and correlations from a large 
population, then qualitative information from a small sample can be added to corroborate and complement 
the quantitative findings.  To tackle this two-pronged approach to the research question, two separate 
instruments are needed, one to collect quantitative data, and another to collect qualitative information. 
A. For collecting quantitative feedback, questions were designed to inquire people’s perceptions 
and opinions about various factors and influences in a quantitative manner, using Likert scale 
selections to reflect the appropriate level of strength in their answer.  First, some base-setting 
questions were asked to gauge a person’s opinion and interest about entrepreneurship.  Then, 
as discussed in the literature review, measurements of the following four aspects were taken: 
1. Degree of influence and supportiveness towards entrepreneurship from one’s parents 
2. Degree of influence and supportiveness towards entrepreneurship from one’s significant 
other 
3. Degree of influence and supportiveness towards entrepreneurship from one’s social circle 
4. Perceptions about social status and the influence from cultural values 
B. For collecting qualitative information, actual experiences from entrepreneurs are needed, 
specifically on the influences, pressures, and support they received leading up to the start of 
their business, as well as their decision-making process and what led them to pursue 
entrepreneurship.  These insights would add tremendous value to the quantitative portion by 
1) validate or refute key observations, 2) add an element of meaningful narrative to the data, 
and 3) provide additional insights beyond the limits of quantitative measurements.  The 
quantitative and qualitative portions will work together to construct the overall findings. 
3.2.3 Instrumentation 
The main instrument of the research was a 32-question electronic survey titled “Survey on 
Entrepreneurship in Japan” (Appendix A) and was distributed mainly online.  The survey is divided into 
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six sections, each with 4-5 questions, focusing on the following areas: 
1. About the respondent – gathers the respondents’ basic demographic information 
2. Respondents’ view – asks about their experience with and opinion on entrepreneurship 
3. Family / Parents – a series of questions regarding parental influence and support 
4. Significant Other – a series of questions regarding significant others’ influence and support 
5. Friends & Social Circle – a series of questions regarding the influence and support of peers 
6. Society & Culture – questions about their desire for and influences of social status 
The questions and corresponding answers choices were first developed in English and was validated by 
several native English speakers to ensure understandability.  Afterwards, the questions were translated into 
Japanese by a Japanese-English bilingual native speaker, then revised and refined by several native Japanese 
speakers at Waseda University.  Prototyping was completed with several bilingual speakers to ensure ease 
of comprehension and consistency between the two languages.  Only one version of the survey was 
distributed, with both languages of the questions and answer choices presented together.  Most of the 
questions were given multiple choice answers on 5-point or 6-point Likert scale measurements.  Except for 
the questions in section 1, where it asks for the respondents’ basic information, and the first question of 
section 2, where the respondent can selection multiple options from a list.  As an example, the third question 
of section 2 asks the respondent: 
Table 1. Example Question 
Question 
Likert 
Scale 
Answer  
Interpretation 
Are you interested in pursuing a career 
in entrepreneurship (starting own 
business, co-founding a business, 
participate in start-up/venture 
business)? 起業すること、共同創業す
ること、またはベンチャー企業に勤める
ことに興味がありますか? 
1 Not interested at all 全く興味がない 
2 Not interested あまり興味がない 
3 Slightly not interested どちらかといえば興味がない 
4 Slightly interested どちらかといえば興味がある 
5 Interested かなり興味がある 
6 Very interested 非常に興味がある 
 
This question and one other question were given answers choices in 6-point measurements for ease of 
dividing the population into two main groups, and the rest of the questions were all given choices in 5-point 
measurements. 
The interviews were conducted face to face with entrepreneurs that fit the research criteria.  
Interview targets were asked to fill out the same questionnaire before the meeting, and based on their 
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responses, follow up questions were asked to get more details from their respective experiences.  The 
interviews were carried out in a semi-structured Q&A style using English, based on the interview guides 
prepared before the meeting, with minor improvisations during the interview as necessary. 
 
3.3 POPULATION AND SAMPLING 
3.3.1 Quantitative Survey 
For the quantitative portion of the analysis, the target population to be surveyed are Japanese 
residents, including citizens, immigrants, as well as foreigners living in Japan.  The ideal participant would 
be someone relatively young, well educated, about to start their careers or early in their careers, in a 
relationship with someone, engaged, or married, and preferably exhibiting some entrepreneurial tendencies.  
Given these criteria, the most accessible population to sample are Japanese university students who are 
currently engaged in job hunting.  Business or graduate school students in Japan who have some work 
experience are also good candidates.  Another group that is a good fit, but not as easy to sample, are young 
working professionals in Japan with a few years of work experience.  Since entrepreneurs can potentially 
start up at any stage of their life, no strict requirements were placed on age or years of work experience.  
Ideally, the population should be sufficiently random, with participants of each gender evenly represented, a 
good mix of foreign ethnicities, from different universities, different geographies, and of different 
educational and professional disciplines.  Participants involved in family businesses are not the most ideal 
but should not be ruled out in terms entrepreneurial potential.  Participants who are already entrepreneurs 
or have started up can be included as they have encountered the same influences any aspiring entrepreneur 
would face.  Though the survey is Japan-focused, some responses from residents of foreign countries can 
be acceptable. 
3.3.2 Qualitative Interviews 
For the qualitative portion of the analysis, the target individuals to be interviewed will be 
entrepreneurs who started up their businesses in Japan.  Some variation between the individuals is preferred, 
such as the entrepreneur’s gender, ethnicity, stage of their start-up, previous professional experience, etc.  
And a high level of spoken English ability is also preferred since conducting the interviews in Japanese was 
not possible.  Besides being in Japan, no strict requirements were placed on size of the start-ups in terms of 
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revenue or employees, or the stage of the start-ups, and no specific requirement on the start-ups’ business 
model or industry. 
 
3.4 DATA COLLECTION AND LIMITATIONS 
3.4.1 Data Collection Process 
The questionnaire survey was created and conducted using Google Forms, and it opened on May 
29, 2019 for 10 days, distributed electronically via the following channels: 
1. Social Media / Facebook – requests were posted on my personal profile, Waseda Business 
School group page, my seminar and sub-seminar group pages, and the Waseda School of 
International Liberal Studies group page, etc. 
2. Student Circles – distributed to members of several student circles – Waseda School of Political 
Science and Economics circle (BIES), Waseda multi-linguistics circle (Hauska), University of 
Tokyo entrepreneurship circle (Venture TNK), etc. 
3. Friends – directly requested personal friends, housemates, acquaintances, classmates from 
Waseda University and Kudan Institute of Japanese Language, etc. 
4. Cold sources – Randomly collected from students at various locations in Waseda University 
such as student lounges, library, cafeteria, Intercultural Communication Center, etc. 
The interviews were conducted during in the same period between late-May and early-June 2019.  
Interview requests were sent to several entrepreneurs referred to me by Waseda Business School professors 
and from my own personal network.  Interviews were arranged and conducted in person for about one hour 
long each, at the entrepreneurs’ preferred site, and audio was recorded with permission. 
The data collection process via the survey yielded a total of 217 respondents, which captured their 
basic demographic information and their answer choices electronically on Google Forms.  The interview 
requests led to meetings with four entrepreneurs who agreed to be interviewed, yielded over four hours of 
recorded interview material. 
3.4.2 Limitations of Data 
A major limitation of the data sample was selection bias due to the constraints of logistics and ease 
of getting responses.  The surveyed population was less than ideal in terms of demographic variation, with 
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a sample that was mostly Waseda University-centric.  Of the people who voluntarily submitted the name 
of their education institution, 138 were Waseda University students or graduates, and 88 of them were 
affiliated with Waseda Business School.  This could result in a biased set of opinions, especially among 
WBS affiliates, opinions about entrepreneurship could be skewed in a favorable direction.  The population 
also lacked geographic variation, as almost all the respondents in Japan are working or studying in Tokyo.  
This resulted in a lack of representation from other regions, though Tokyo is Japan’s main business and 
political center, opinion collected from a limited geographic region could also be skewed in ways that are 
undesirable. 
As for the interviewed sample, a similar lack of variation also existed due to convenience sampling 
with all four interviewees being Waseda Business School students or alumni, and all four were Japanese 
nationals.  While they fit the criteria of the research and were great sources of insight as entrepreneurs in 
Japan, they were all from the Japanese perspective.  With no foreign entrepreneur’s voice on this issue, it 
was not possible to compare their perspectives and discover potential differences across cultures. 
 
3.5 METHOD OF ANALYSIS 
For quantitative analysis, descriptive statistics and cross-tabulation will be used to break down the 
population into key demographic groups in order to observe statistical differences in opinions and views.  
A combination of T-tests and U-tests will be performed to assort the major demographic groups and find 
statistically significant differences between them.  Using the answer to the question shown in table 1 as the 
basis and dependent variable that represents a respondent’s overall level of interest in pursuing 
entrepreneurship (InterestEnt), two analyses will be done in conjunction with variables grouped under the 
four domains (parents, significant other, peers, and society/culture): 
1) Univariate analysis: Pearson and Spearman correlations between variable InterestEnt and each 
of the variable groups.  For example, between InterestEnt and Entrepreneur parent 
(ParentsEnt), and Parents’ frequency of advice (ParentsAdvFreq), Parents’ influence on career 
(ParentsInfluence), and Parents’s support on entrepreneurship (ParentsSupport), and 
willingness of respondent to defy parents’ expectations (ParentsDefy).  The tests will show 
which variables have statistically significant correlation with InterestEnt, without controlling 
for other variables. 
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2) Multivariate analysis: to control for each independent variable, analysis using linear regression 
(OLS) is done using InterestEnt as the dependent variable, and ParentsEnt, ParentsAdvFreq, 
ParentsInfluence, ParentsSupport, and ParentsDefy as the independent variables.  This will 
help determine the explanatory power (β) and respective level of significance of each 
independent variable while holding the other variables constant. 
The two tests above will be repeated using the same dependent variable (InterestEnt) and other factor 
groups with different independent variables to determine their respect coefficient (β) and statistical 
significance, first for the entire population, then for various subgroups of the population based on 
demographic criteria. 
 For qualitative analysis, the case study method will be utilized with the information gathered from 
the interviews with entrepreneurs.  Primarily, narrative analysis will be used to analyze the stories, 
situations, relationships, and the social and cultural contexts from the entrepreneur’s start-up motivation 
and experience, along with any intangible barriers and intrinsic difficulties he or she faced throughout 
the process.  Since the interviews are follow-ups to the quantitative survey, they are centered around 
the same four domains of influence (parents, significant other, peers, and society/culture).  The 
entrepreneur’s detailed commentary will be broken down according to the same four domains in order 
to complement, validate or refute the observations made in the quantitative analysis section. 
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CHAPTER 4. QUANTITATIVE ANALYSIS 
4.1 DESCRIPTIVE STATISTICS 
A total of 217 respondents participated in the survey during the data collection process, a vast 
majority of the respondents are current undergraduates, postgraduate students, or alumni of both Japanese 
and foreign nationalities, and they were almost all residents of Japan at the time of survey.  This was 
expected as the survey was initiated in a Japanese university setting.  There were no glaring errors or 
missing data from the final sample collected, all 217 samples passed the collection criteria and were used in 
the analysis. 
Table 2 is a detailed description of the respondent’s demographic profile from the survey.  The 
descriptive statistics include gender, age, nationality, residence, occupation, education, and whether they are 
part of a family business, etc.  A high-level description of the population of 217 respondents: 122 (56.2%) 
male respondents, 95 (43.8%) female respondents, while the ratio is not perfectly even, it also is not 
completely out of balance.  Among the respondents, 87 (40.1%) are age 18-24, 84 (38.7%) are age 25-34, 
36 (16.6%) are age 35-44, and 10 (4.8%) are age 45 and above, the mix of age groups is quite ideal with 
nearly 80% of respondents age 34 or younger.  In terms of nationality, 140 (64.5%) are Japanese and 77 
(35.5%) are non-Japanese, this is a sufficient mix for comparison between Japanese and foreign groups; 
among the non-Japanese who chose to reveal their nationality, Chinese was the most frequent with 22, 
followed by American with 9 and South Korean with 6 respondents.  206 (94.9%) respondents reside in 
Japan and only 11 (5.1%) are outside Japan.  As for the respondents’ education and occupational status, 117 
(53.9%) are full-time students, 76 (35%) are employed, 16 (7.4%) are self-employed, and 8 (3.7%) Other; 
111 (51.2%) of the respondents have postgraduate education, 98 (45.2%) have university education, and 8 
(3.6%) have high school or junior college education.  Finally, 153 (70.5%) of the respondents are not in 
family businesses, 47 (21.7%) are in family business but not expected to be successors, while 17 (7.8%) are 
expected successors to their family business.  While marital or relationship status was not explicitly asked, 
the answer to one of the questions revealed that 119 (54.9%) of the respondents are not currently married or 
in a relationship.  Another observation is that 84 (38.7%) respondents had parents who are entrepreneurs 
or had entrepreneurship experience, and 16 (7.4%) respondents have significant others who are entrepreneurs 
or had entrepreneurship experience.  Among the 217 respondents, 174 (80.2%) had some type of experience 
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with entrepreneurship while only 43 (19.8%) had no such experiences, 30 (13.8%) of these respondents state 
they have started their own business as part of their experience.   
Other demographic factors such as income level, years of work experience, exact type of occupation, 
exact level of postgraduate education (Masters, Ph.D., or other) were not asked as they were not part of the 
collection criteria.  Also not included is a distinction for respondents who were employed but attending 
school part-time, such as full-time employees attending evening degree programs. 
Table 2. Respondents’ Demographic Profile 
Demographic 
Factor 
Group Frequency 
Percent of 
(N=217) 
Gender 
M 122 56.2% 
F 95 43.8% 
Age 
18-24 87 40.1% 
25-34 84 38.7% 
35-44 36 16.6% 
45-54 8 3.7% 
55-64 2 0.9% 
Nationality 
Japanese 140 64.5% 
Non-Japanese 77 35.5% 
Residence 
Japan 206 94.9% 
Outside Japan 11 5.1% 
Occupation 
Student 117 53.9% 
Employed 76 35.0% 
Self-Employed 16 7.4% 
Other 8 3.7% 
Education 
Postgraduate 111 51.2% 
University 98 45.2% 
High school 4 1.8% 
Junior College / 
Vocational School 
4 1.8% 
Family Business 
No 153 70.5% 
Yes, not successor 47 21.7% 
Yes, successor 17 7.8% 
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Table 3 has additional descriptive statistics summarizing the population’s prior experiences with 
entrepreneurship.  While about 20% of the respondents had no prior exposure to any of the experiences 
with entrepreneurship as defined here, over 80% of them have at least one type of experience. 
Table 3. Respondents’ Prior Entrepreneurship Experience 
Experience with Entrepreneurship Frequency 
Percent of  
(N=217) 
Belong to entrepreneur & venture student club or circle 30 13.8% 
Took courses related to entrepreneurship 84 38.7% 
Participated in seminars and events related to entrepreneurship 77 35.5% 
Have worked or interned at start-ups/venture businesses 42 19.4% 
Have family members, friends or acquaintances who are 
entrepreneurs or working at start-ups/venture businesses 
112 51.6% 
Have started own business 30 13.8% 
None of the above 43 19.8% 
Have one of the above experiences 73 33.6% 
Have two of the above 43 19.8% 
Have three of the above 28 12.9% 
Have four of the above 20 9.2% 
Have five of the above 8 3.7% 
Have six of the above 2 0.9% 
 
Tables 4-8 summarizes the frequencies of answers from all respondents on all survey questions, 
each table covers a different section of the survey, and each question is assigned a variable name written in 
italics: 
Table 4. Respondents’ View on Entrepreneurship 
Likert Scale / 
Assigned Value 
0 1 2 3 4 5 6 
  None One Two Three Four Five Six 
Number of 
Experience with 
Entrepreneurship 
(TotalExps) 
43 73 43 28 20 8 2 
     Not at all  A little  Somewhat  Quite  Very   
Do you think 
entrepreneurs are 
admirable and 
respectable? 
(AdmResEnt) 
  8 43 57 61 48   
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Unsupporti
ve 
 Mostly 
unsupportive 
 Slightly 
unsupporti
ve 
 Slightly 
supportive 
 Mostly 
supportive 
Very 
supportive 
How supportive are 
you if someone close 
to you wants to 
pursue 
entrepreneurship? 
(SupportEnt) 
  1 5 14 75 74 48 
    
 Not 
interested 
at all 
 Not 
interested 
 Slightly 
not 
interested 
 Slightly 
interested   Interested 
Very 
interested 
Are you interested in 
pursuing a career in 
entrepreneurship 
(InterestEnt) 
  13 30 21 71 43 39 
 
Table 5. Family / Parents 
Likert Scale / Assigned 
Value 
0 1 2 3 4 5 
  No Yes         
Do your parents have 
experience with 
entrepreneurship? 
(ParentsEnt) 
133 84         
    Never Rarely  Sometimes 
Somewhat 
often Frequently 
How often do your parents 
give you opinions or advice 
about your career? 
(ParentsAdvFreq) 
  35 56 66 38 22 
    
Not 
influential at 
all 
Slightly 
influential 
Somewhat 
influential 
Fairly 
influential 
Very 
influential 
How much do you think 
your parents’ opinions and 
expectations influence your 
decision when choosing 
your career? 
(ParentsInfluence) 
  38 50 66 44 19 
    
 
Unsupportive 
 Mostly 
unsupportive 
Neither / Not 
sure 
 Mostly 
supportive 
Very 
supportive 
How supportive do you 
think your parents would 
be if you want to pursue 
entrepreneurship? 
(ParentsSupport) 
  10 24 90 59 34 
    
Definitely 
not Likely not Not sure Likely yes 
Definitely 
yes 
Would you still pursue 
your preferred career 
choice even if it is against 
your parents’ wishes? 
(ParentsDefy) 
  6 18 37 99 57 
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Table 6. Significant Other 
Likert Scale / Assigned 
Value 
0 1 2 3 4 5 
  
No / Not in 
relationship Yes         
Does your Significant Other 
have experience with 
entrepreneurship? (SOEnt) 
201 16         
    Never Rarely  Sometimes 
Somewhat 
often Frequently 
How often does your 
Significant Other give you 
opinions or advice about 
your career? (SOAdvFreq) 
  59 50 62 34 12 
    
Not 
influential at 
all 
Slightly 
influential 
Somewhat 
influential 
Fairly 
influential 
Very 
influential 
How much do you think 
your Significant Other’s 
opinions and expectations 
influence your decision 
when choosing your career? 
(SOInfluence) 
  45 45 71 38 18 
    
 
Unsupportive 
 Mostly 
unsupportive 
Neither / Not 
sure 
 Mostly 
supportive 
Very 
supportive 
How supportive do you 
think your Significant Other 
would be if you want to 
pursue entrepreneurship? 
(SOSupport) 
  15 8 77 77 40 
    
Definitely 
not Likely not Not sure Likely yes 
Definitely 
yes 
Would you still pursue your 
preferred career choice even 
if it is against your 
Significant Other’s wishes? 
(SODefy) 
  12 22 61 86 36 
  
No / Not 
Sure Maybe Yes      
Can you envision yourself 
marrying an entrepreneur? 
(SOMarry) 
41 86 90      
 
Table 7. Friends & Social Circle 
Likert Scale / Assigned Value 0 1 2 3 4 5 
    None 
A little 
(1-2 people) 
Some  
(3-5 people) 
Quite a few 
(6-10 people) 
Many 
(10+ people) 
Among your friends and social 
circle, do you know people 
who are involved in or 
seriously considering careers 
in entrepreneurship? 
(PeerEnt) 
  12 51 82 43 29 
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    Never Rarely  Sometimes 
Somewhat 
often Frequently 
How often do your friends give 
you opinions or advice 
regarding your career? 
(PeerAdvFreq) 
  17 71 80 39 10 
    
Not 
influential 
at all 
Slightly 
influential 
Somewhat 
influential 
Fairly 
influential 
Very 
influential 
How much do you think your 
friends’ opinions and career 
choices influence your own 
decision when choosing your 
career? (PeerInfluence) 
  21 81 75 29 11 
    
 
Unsupporti
ve 
 Mostly 
unsupportive 
Neither / Not 
sure 
 Mostly 
supportive 
Very 
supportive 
How supportive do you think 
your friends and social circle 
would be if you want to pursue 
entrepreneurship? 
(PeerSupport) 
  1 7 55 106 48 
 
Table 8. Society & Culture 
Likert Scale / Assigned Value 0 1 2 3 4 5 
    Not at all A little Somewhat Quite Very 
How important to you is the 
social status of your profession? 
(StatusImportance) 
  20 32 80 57 28 
    Not at all A little Somewhat Quite Very 
How much do you want to pursue 
professions considered to have 
high social status? (StatusPursue) 
  23 38 70 54 32 
    
Strongly 
disagree Disagree Neutral Agree 
Strongly 
agree 
Do you think the social status of 
entrepreneurs are regarded 
highly as compared with other 
professions in your society? 
(StatusEnt) 
  11 31 115 48 12 
    
Not 
influential 
at all 
Slightly 
influential 
Somewhat 
influential 
Fairly 
influential 
Very 
influential 
How much do you think the social 
status of different professions 
influence your decision when 
choosing your career? 
(StatusInfluence) 
  23 44 76 55 19 
    
Not 
influential 
at all 
Slightly 
influential 
Somewhat 
influential 
Fairly 
influential 
Very 
influential 
How much do you think your 
society's social and cultural 
values influence your decision 
when choosing your career? 
(ValueInfluence) 
  12 33 61 74 37 
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4.2 CROSS-TABULATION ANALYSIS 
4.2.1 Cross-Tabulation Descriptive Statistics 
One of the research goals was to discover differences in pattern and tendencies for key variables 
between the major demographic groups, such as gender and nationality.  First by examining simple 
descriptive statistics for the overall population, using cross-tabulation, splitting by gender.  Among 217 
respondents, 122 are male, 70% of males are Japanese and 30% non-Japanese; 95 respondents are female, 
57% of females are Japanese and 43% non-Japanese.  Among the males, over 70% are below 34 years of 
age, and for the females, nearly 90% are below 34 years of age, representing a relatively young population, 
with the males being slightly older on average.  And occupation status confirms this observation as 41% of 
males are employed, versus only 27% of females. 
Table 9. Respondents’ Demographic Profile by Gender 
Demographic 
Factor 
Group 
M (N=122) F (N=95) 
Frequency Percent Frequency Percent 
Nationality 
Japanese 86 70.5% 54 56.8% 
Non-Japanese 36 29.5% 41 43.2% 
Age 
18-24 39 32.0% 48 50.5% 
25-34 47 38.5% 37 38.9% 
35-44 27 22.1% 9 9.5% 
45-54 7 5.7% 1 1.1% 
55-64 2 1.6% 0 0.0% 
Residence 
Japan 119 97.5% 87 91.6% 
Outside Japan 3 2.5% 8 8.4% 
Occupation 
Student 55 45.1% 62 65.3% 
Employed 50 41.0% 26 27.4% 
Self-Employed 12 9.8% 4 4.2% 
Other 5 4.1% 3 3.2% 
Education 
Postgraduate 66 54.1% 45 47.4% 
University 53 43.4% 45 47.4% 
High school 2 1.6% 2 2.1% 
Junior College / 
Vocational School 
1 0.8% 3 3.2% 
Family 
Business 
No 85 69.7% 68 71.6% 
Yes, not successor 25 20.5% 22 23.2% 
Yes, successor 12 9.8% 5 5.3% 
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4.2.2 Compare Means of Key Variables 
Several variables are selected to be compared in order to gauge the difference in attitude and 
perspective between different demographic groups, from a personal context, this includes interest in 
entrepreneurship (InterestEnt), admiration and respect for entrepreneurs (AdmResEnt), support others to 
pursue entrepreneurship (SupportEnt), openness to marrying an entrepreneur (SOMarry), and opinion on 
entrepreneurs’ social status compared to other professions (StatusEnt).  Gender (male vs female) and 
nationality (Japanese vs Non-Japanese) will be used as the groups, and T-Test will be utilized. 
Table 10. Compare Means – Male vs Female 
  
Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Interest Ent 
M 122 4.25** 1.445 0.131 
F 95 3.69** 1.415 0.145 
AdmRes Ent 
M 122 3.42 1.205 0.109 
F 95 3.49 1.071 0.110 
Support Ent 
M 122 4.57 1.020 0.092 
F 95 4.77 0.962 0.099 
SO Marry 
M 122 1.29 0.733 0.066 
F 95 1.15 0.757 0.078 
Status Ent 
M 122 3.10 0.931 0.084 
F 95 3.07 0.828 0.085 
**. Significant at the 0.01 level (2-tailed). *. Significant at the 0.05 level (2-tailed). 
 
Other than InterestEnt, there are no significant difference in means between male and female populations for 
the other variables.  The results showed that there is statistical significance to males being more interested 
in entrepreneurship on average (4.25) than females (3.69).  Comparing means was repeated with the Mann-
Whitney U-Test and the result was consistent. 
Table 11. Compare Means – Japanese vs Non-Japanese 
  
Nationality N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Interest Ent 
Japanese 140 3.89 1.423 0.120 
Non-Japanese 77 4.21 1.499 0.171 
AdmRes Ent 
Japanese 140 3.22** 1.194 0.101 
Non-Japanese 77 3.87** 0.923 0.105 
Support Ent 
Japanese 140 4.60 0.973 0.082 
Non-Japanese 77 4.77 1.037 0.118 
SO Marry 
Japanese 140 1.14* 0.751 0.063 
Non-Japanese 77 1.39* 0.710 0.081 
Status Ent 
Japanese 140 3.01 0.813 0.069 
Non-Japanese 77 3.22 0.995 0.113 
**. Significant at the 0.01 level (2-tailed). *. 0.05 level (2-tailed). Italics. 0.10 level (2-tailed). 
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Contrary to the results for gender, there is no significant difference in the mean of InterestEnt variable 
between the Japanese and non-Japanese populations, there is also no difference for SupportEnt.  However, 
significant difference in means was found for AdmResEnt at the 0.01 level, SOMarry at the 0.05 level, and 
StatusEnt at the 0.10 level.  In all three cases, the mean values for non-Japanese was higher, this could 
imply that the non-Japanese (3.87) admire and respect entrepreneurs more than the Japanese (3.22), the non-
Japanese (1.39) are more open to marrying an entrepreneur than the Japanese (1.14), and the non-Japanese 
(3.22) believe entrepreneurs are of higher status compared to the Japanese (3.01).  Running the Mann-
Whitney U-Test confirmed the statistical significance for AdmResEnt, SOMarry, and StatusEnt. 
4.2.3 Entrepreneurship Experiences 
Using only InterestEnt as the variable, we next compare means using each type of entrepreneurship 
experience as the grouping.  For example, comparing the mean values of InterestEnt for respondents who 
are members of entrepreneurship circles to those who are not. 
Table 12. Compare Means – Entrepreneurship Experiences 
  Interest Ent 
Experience N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Circle 
No 187 3.84** 1.438 0.105 
Yes 30 5.00** 1.145 0.209 
Course 
No 133 3.61** 1.512 0.131 
Yes 84 4.63** 1.106 0.121 
Seminar 
No 140 3.67** 1.437 0.121 
Yes 77 4.61** 1.289 0.147 
WorkExp 
No 175 3.94 1.473 0.111 
Yes 42 4.26 1.363 0.210 
Know Ent 
No 105 3.90 1.420 0.139 
Yes 112 4.11 1.485 0.140 
StartUp 
No 187 3.85** 1.444 0.106 
Yes 30 4.97** 1.129 0.206 
**. Significant at the 0.01 level (2-tailed). *. Significant at the 0.05 level (2-tailed). 
 
By running T-tests on InterestEnt against each type of entrepreneurship experience, we observed that 
respondents who belong to entrepreneurship circles, took entrepreneurship courses, attended 
entrepreneurship seminars, or have started up businesses showed higher interest in entrepreneurship on 
average.  T-tests showed that the difference in means for these four experiences were statistically significant.  
Not a surprising result considering that the people who have engaged in these activities are likely to be more 
interested in entrepreneurship than those who have not, with circle members and non-circle members 
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showing the largest difference.  Somewhat surprisingly, those who have had work or internship experience 
at start-ups did not seem to show significantly higher interest in entrepreneurship than those who have not.  
Although the indications are that having certain entrepreneurship experiences correlates with higher interest 
in entrepreneurship, we cannot interpret this as a causal relationship.  For example, it is not clear if someone 
become more interested in entrepreneurship after he or she took a course in entrepreneurship, or if that person 
took the course because he or she was already interested in entrepreneurship. 
 
4.3 FACTORS RELATED TO PARENTS 
4.3.1 Univariate Analysis – Parental Factors 
To answer the first research question, we will go through all the relationship factors.  First, we 
examine the variables related to parents.  We will utilize the main variable that indicates interest in 
entrepreneurship (InterestEnt) and run Pearson Correlation for the entire population with five variables 
related to parents: having entrepreneur parents (ParentsEnt), frequency of career advice and opinion from 
parents (ParentsAdvFreq), parents’ influence on career decisions (ParentsInfluence), parents’ support for 
entrepreneurship (ParentsSupport), defiance to parents’ wishes when choosing a career (ParentsDefy). 
Table 13. Correlations – Parental Factors 
 Pearson Correlations 
  
Interest 
Ent 
Parents 
Ent 
Parents 
AdvFreq 
Parents 
Influence 
Parents 
Support 
Parents 
Defy 
Interest Ent 1           
Parents Ent .200** 1     
Parents AdvFreq -0.066 .221** 1    
Parents Influence -0.081 .142* .527** 1   
Parents Support .148* .332** .172* 0.007 1  
Parents Defy .227** -0.056 -.177** -.208** .186** 1 
**. Correlation is significant at the 0.01 level (2-tailed). 
   
*. Correlation is significant at the 0.05 level (2-tailed). 
   
 
The respondents’ interest in entrepreneurship (InterestEnt) appear to have significant correlations with 
ParentsEnt, ParentsSupport, and ParentsDefy, meaning that individuals who had entrepreneur parents, who 
felt their parents were supportive of entrepreneurship, and those who are willing to defy parents’ wishes to 
pursue their preferred career appear more likely to be interested in entrepreneurship.  Running the 
Spearman Correlations showed consistent results with the Pearson Correlations. 
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4.3.2 Multivariate Analysis – Parental Factors 
Since the univariate analysis does not take into account the effect of other independent variables, in 
order to hold the others constant while analyzing each independent variable separately, multivariate analysis 
will be utilized.  Using the same parental factor variables in an Ordinary Least Squares (OLS) regression 
model against the dependent variable InterestEnt for the entire population.  Collinearity diagnostics was 
run to ensure the absence multicollinearity between the independent variables. 
Table 14. Regression Coefficients – Parental Factors 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta 
(Constant) 2.674 0.550   4.863 0.000 
Parents Ent 0.639 0.210 0.214 3.040 0.003 
Parents AdvFreq -0.080 0.096 -0.066 -0.838 0.403 
Parents Influence -0.040 0.094 -0.033 -0.428 0.669 
Parents Support 0.070 0.102 0.049 0.683 0.495 
Parents Defy 0.308 0.100 0.211 3.080 0.002 
a. Dependent Variable: Interest Ent 
   
 
The results showed an R-Squared of 0.105 and Significance F of 0.000.  Looking at the coefficients, based 
on p-values, we can see that having entrepreneur parents (ParentsEnt), and willingness to defy parent wishes 
(ParentsDefy) showed significant correlations with interest in entrepreneurship.  In particular ParentsEnt, 
with a coefficient of 0.639, appears to be have good predictive value for InterestEnt, while ParentsDefy has 
a coefficient of 0.308.  The other variables ParentsAdvFreq, ParentsInfluence, and ParentsSupport showed 
no statistical significance in the predictability of interest in entrepreneurship.  ParentsSupport, which 
showed significance in the Pearson Correlation test, became less statistically significant when controlling 
for the other variables. 
4.3.3 Comparing Across Groups – Parental Factors 
As we determined the significant variables significant correlations to InterestEnt from the regression 
model, it would be interesting to investigate the differences between different demographic groups.  Using 
the same technique as earlier, with gender and nationality as groups, we can repeat the T-test and regression 
models to observe differences between these groups. 
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Table 15. Regression Coefficients – Parental Factors (Male vs Female) 
 Male Female 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta B Std. Error Beta 
(Constant) 2.607 0.647  4.029 0.000 2.276 0.928  2.452 0.016 
Parents 
Ent 
0.817 0.264 0.274 3.090 0.003 0.425 0.331 0.149 1.283 0.203 
Parents 
AdvFreq 
-0.202 0.123 -0.178 -1.643 0.103 0.165 0.146 0.126 1.132 0.260 
Parents 
Influence 
-0.014 0.128 -0.011 -0.105 0.916 -0.017 0.132 -0.014 -0.126 0.900 
Parents 
Support 
-0.047 0.123 -0.035 -0.379 0.706 0.295 0.173 0.199 1.706 0.092 
Parents 
Defy 
0.512 0.126 0.362 4.068 0.000 -0.063 0.157 -0.041 -0.402 0.689 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Gender = F 
 
b. Selecting only cases for which Gender = M 
       
 
From the results of two separate linear regressions for male and female populations, clear differences 
emerged.  While the males have the same two significant variables as the overall population, none of the 
parental factors were significant for the females, except for ParentsSupport which was marginally significant 
with a P-value of 0.092.  It implies for the male population, those who have entrepreneur parents or those 
who were willing to defy parents’ wishes would appear more interested in entrepreneurship.  While these 
two factors had no significant effect on the females, it’s possible they may be more interested in 
entrepreneurship if they felt their parents were more supportive. 
 
Table 16. Regression Coefficients – Parental Factors (Japanese vs Non-Japanese) 
 Japanese Non-Japanese 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B 
Std. 
Error Beta B Std. Error Beta 
(Constant) 2.659 0.638  4.168 0.000 2.990 1.254  2.385 0.020 
Parents 
Ent 
0.724 0.254 0.235 2.850 0.005 0.531 0.427 0.178 1.243 0.218 
Parents 
AdvFreq 
-0.193 0.122 -0.162 -1.586 0.115 0.044 0.177 0.033 0.251 0.803 
Parents 
Influence 
0.059 0.121 0.048 0.487 0.627 -0.140 0.162 -0.119 -0.864 0.391 
Parents 
Support 
0.095 0.117 0.068 0.810 0.420 0.002 0.246 0.001 0.006 0.995 
Parents 
Defy 
0.279 0.113 0.209 2.470 0.015 0.299 0.228 0.168 1.314 0.193 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Nationality = Non-Japanese 
b. Selecting only cases for which Nationality = Japanese 
      
 
Looking at the same linear regression models for Japanese and non-Japanese, significant differences also 
appeared.  Whereas the Japanese population maintained the significance of ParentsEnt and ParentsDefy, 
 33 
the non-Japanese population had no significant variables.  This would seem to imply that the non-Japanese 
population’s interest level in entrepreneurship is not significantly affected by any of the parental factors. 
Table 17. Compare Means – Parental Factors 
  
Gender N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Nationality N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Parents 
AdvFreq 
M 122 2.63* 1.274 0.115 Japanese 140 2.58** 1.194 0.101 
F 95 3.01* 1.077 0.110 Non-Japanese 77 3.19** 1.124 0.128 
Parents 
Influence 
M 122 2.56** 1.157 0.105 Japanese 140 2.76 1.162 0.098 
F 95 3.11** 1.198 0.123 Non-Japanese 77 2.87 1.281 0.146 
Parents 
Support 
M 122 3.30 1.075 0.097 Japanese 140 3.11** 1.025 0.087 
F 95 3.48 0.955 0.098 Non-Japanese 77 3.87** 0.833 0.095 
Parents 
Defy 
M 122 4.02** 1.020 0.092 Japanese 140 3.77 1.068 0.090 
F 95 3.62** 0.925 0.095 Non-Japanese 77 3.97 0.843 0.096 
**. Significant at the 0.01 level (2-tailed). *. Significant at the 0.05 level (2-tailed). 
 
T-tests were run to compare all factors except ParentsEnt, since it is a dichotomous variable where the T-test 
may not be appropriate.  Although the results here do not have any explanatory power on the population’s 
interest in entrepreneurship, some of these factors showed significantly different means when comparing 
between genders and nationalities.  The males appear to receive less career advice, felt their parents were 
less influential, and were more willing to defy parents’ wishes to pursue their careers than the females.  For 
nationality, the non-Japanese population appear to receive more career advice and more parental support to 
pursue entrepreneurship than the Japanese population. 
 
4.4 FACTORS RELATED TO SIGNIFICANT OTHER 
4.4.1 Univariate Analysis – Factors of Significant Other 
Continuing to the next relationship factor, we examine the variables related to the significant other.  
We again utilize the main variable for interest in entrepreneurship (InterestEnt) and run a Pearson Correlation 
for the entire population with six variables related to significant other: having significant other who is 
entrepreneur (SOEnt), frequency of career advice and opinion from significant other (SOAdvFreq), 
significant other’s influence on career decisions (SOInfluence), significant other’s support for 
entrepreneurship (SOSupport), defiance to significant other’s wishes when choosing a career (SODefy), and 
finally openness to marrying an entrepreneur (SOMarry). 
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Table 18. Correlations – Factors of Significant Other 
 Pearson Correlations 
  
Interest 
Ent SO Ent 
SO 
AdvFreq 
SO 
Influence 
SO 
Support 
SO 
Defy 
SO 
Marry 
Interest Ent 1 
      
SO Ent 0.060 1 
     
SO AdvFreq 0.070 .149* 1 
    
SO Influence 0.035 0.066 .537** 1 
   
SO Support 0.101^ .155* .348** .270** 1 
  
SO Defy 0.022 0.012 -.161* -.348** 0.011 1 
 
SO Marry .307** 0.080 0.020 0.024 0.024 0.098 1 
**. Correlation is significant at the 0.01 level (2-tailed). 
    
*. Correlation is significant at the 0.05 level (2-tailed).  ^Spearman significant at 0.05 
 
The respondents’ interest in entrepreneurship (InterestEnt) appear to be only significantly correlation with 
SOMarry, meaning that individuals who were more open to marrying entrepreneurs were more likely to be 
interested in entrepreneurship.  The Spearman correlations found that SOSupport to be also a significant 
correlation at the 0.05 level, implying support from significant other could be correlated to interest as well. 
4.4.2 Multivariate Analysis – Factors of Significant Other 
To hold each of the independent variables constant, the same linear regression model used to analyze 
the parental factors is repeated here with factors related to significant other, against the dependent variable 
InterestEnt for the entire population.  Multicollinearity was not found between the independent variables. 
Table 19. Regression Coefficients – Factors of Significant Other 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta 
(Constant) 2.855 0.540   5.288 0.000 
SO Ent 0.099 0.370 0.018 0.268 0.789 
SO AdvFreq 0.053 0.097 0.043 0.541 0.589 
SO Influence -0.027 0.099 -0.022 -0.271 0.786 
SO Support 0.113 0.098 0.082 1.154 0.250 
SO Defy -0.013 0.097 -0.009 -0.130 0.897 
SO Marry 0.593 0.129 0.304 4.606 0.000 
a. Dependent Variable: Interest Ent 
 
The regression results showed an R-Squared of 0.105 and Significance F of 0.001.  The coefficients seem 
to echo the Pearson Correlations in showing that only SOMarry has statistical significance as an explanatory 
variable to InterestEnt, not only that, this variable is highly significant with a P-value of 0.000, implying that 
openness to marrying an entrepreneur is correlated with increased interest in entrepreneurship.  What is 
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interesting here is that some of factors that one would anticipate having some effect on the interest in 
entrepreneurship, such as influence (SOInfluence) and support for entrepreneurship (SOSupport), had little 
to no effect, this applies at least to the total population. 
4.4.3 Comparing Across Groups – Factors of Significant Other 
Using the same technique as earlier, we repeat the linear regressions and T-test, separating gender 
and nationality to observe differences between these groups for factors related to significant other.   
Table 20. Regression Coefficients – Factors of Significant Other (Male vs Female) 
 Male Female 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B 
Std. 
Error Beta B Std. Error Beta 
(Constant) 2.179 0.731   2.981 0.004 4.077 0.779   5.235 0.000 
SO Ent 0.193 0.550 0.031 0.351 0.726 0.277 0.486 0.058 0.570 0.570 
SO 
AdvFreq 
0.143 0.126 0.122 1.133 0.259 0.005 0.148 0.004 0.036 0.971 
SO 
Influence 
-0.046 0.126 -0.040 -0.365 0.716 -0.095 0.158 -0.076 -0.600 0.550 
SO 
Support 
0.200 0.127 0.146 1.581 0.117 0.015 0.152 0.011 0.098 0.922 
SO Defy 0.146 0.127 0.110 1.150 0.253 -0.285 0.147 -0.205 -1.943 0.055 
SO Marry 0.474 0.175 0.240 2.707 0.008 0.657 0.185 0.352 3.547 0.001 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Gender = F 
 
b. Selecting only cases for which Gender = M 
       
 
For the Male vs Female comparison, the linear regression results showed no major difference to the 
regression result from the total population, SOMarry remains statistically significant for both genders, with 
the females showing a slightly higher coefficient (0.657) than the males (0.474), implying that openness to 
marry entrepreneurs had slightly stronger explanatory power for the females than the males.  Another 
interesting observation for the female population is that, there is marginal significance in the variable 
SODefy (-0.285) with a P-value of 0.055, significant at only the 0.10 level, suggesting that willingness to 
defy significant others’ wishes may be negatively correlated with interested in entrepreneurship. 
Table 21. Regression Coefficients – Factors of Significant Other (Japanese vs Non-Japanese) 
 Japanese Non-Japanese 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta B Std. Error Beta 
(Constant) 1.218 0.704   1.730 0.086 4.818 0.885   5.443 0.000 
SO Ent -0.180 0.484 -0.030 -0.372 0.710 0.237 0.599 0.049 0.395 0.694 
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SO 
AdvFreq 
0.022 0.107 0.019 0.207 0.837 0.096 0.204 0.078 0.472 0.638 
SO 
Influence 
0.084 0.111 0.072 0.760 0.449 -0.110 0.204 -0.090 -0.539 0.592 
SO 
Support 
0.243 0.115 0.170 2.124 0.036 -0.047 0.196 -0.036 -0.240 0.811 
SO Defy 0.212 0.120 0.151 1.770 0.079 -0.217 0.174 -0.166 -1.250 0.216 
SO Marry 0.711 0.148 0.375 4.811 0.000 0.248 0.255 0.117 0.971 0.335 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Nationality = Non-Japanese 
b. Selecting only cases for which Nationality = Japanese 
     
 
Similar to what we saw with parental factors when splitting by nationality, for the non-Japanese population, 
all independent variables lost statistical significance, meaning that the factors related to significant other, 
including SOMarry, had no explanatory power on InterestEnt for the non-Japanese.  However, for the 
Japanese population, the coefficient of SOMarry (0.711) remains significant and became stronger than the 
total population (0.593).  In addition, significant other’s support for entrepreneurship (SOSupport) became 
significant with a coefficient of 0.243 at the 0.05 level, and willingness to defy significant others’ wishes 
(SODefy) became marginally significant with a coefficient of 0.212 at the 0.10 level.  This suggests that, 
compared to the non-Japanese population, the Japanese population appear to be more interested in 
entrepreneurship if they feel their significant others were supportive or if they were willing to defy their 
wishes to pursue their preferred career. 
When using T-Test to compare means for factors of significant other (SOAdvFreq, SOInfluence, 
SOSupport, SODefy, SOMarry), no significant differences were observed between male and female.  For 
Japanese vs non-Japanese, no significant differences were observed except for openness to marrying an 
entrepreneur (SOMarry).  As already discussed in section 4.2.2 and table 11, the non-Japanese population 
appear to be more open to marrying entrepreneurs than the Japanese population.   
 
4.5 FACTORS RELATED TO PEERS AND SOCIAL CIRCLE 
4.5.1 Univariate Analysis – Peer Factors 
The next group of relationship factor is friends and social circle, we will examine the variables 
related to peers.  Again using the main dependent variable (InterestEnt) to run a Pearson Correlation for the 
entire population with four variables related to peers: have friends who are entrepreneurial (PeerEnt), 
frequency of career advice and opinion from friends (PeerAdvFreq), friends’ influence on career decisions 
(PeerInfluence), and friends’ support for entrepreneurship (PeerSupport). 
 37 
Table 22. Correlations – Peer Factors 
 Pearson Correlations 
  
Interest 
Ent 
Peer Ent 
Peer 
AdvFreq 
Peer 
Influence 
Peer 
Support 
Interest Ent 1         
Peer Ent .419** 1    
Peer AdvFreq .241** .354** 1   
Peer Influence .190** .191** .558** 1  
Peer Support .292** .299** .248** .239** 1 
**. Correlation is significant at the 0.01 level (2-tailed). 
   
 
The Pearson correlation shows that all four variables are significantly correlated with interest in 
entrepreneurship.  With having entrepreneurial friends (PeerEnt) showing the strongest correlation at 0.419, 
and highly significant at the 0.01 level.  There appears to be correlation between the variables themselves, 
making it difficult to discern which one is really the key driver of InterestEnt.  The Spearman correlation 
is consistent with the results and had all four variables as significant. 
4.5.2 Multivariate Analysis – Peer Factors 
Because of the correlations that may exist between the independent variables in the Pearson 
correlation, collinearity diagnostics was run to determine multicollinearity, and it was not found.  The same 
linear regression model is then repeated with peer factors against the dependent variable InterestEnt for the 
entire population. 
Table 23. Regression Coefficients – Peer Factors 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta 
(Constant) 0.991 0.480   2.064 0.040 
Peer Ent 0.458 0.090 0.342 5.105 0.000 
Peer AdvFreq 0.068 0.114 0.046 0.591 0.555 
Peer Influence 0.087 0.108 0.060 0.805 0.421 
Peer Support 0.299 0.119 0.164 2.516 0.013 
a. Dependent Variable: Interest Ent 
 
The linear regression results show that only two independent variables remain statistically significant, 
PeerEnt and PeerSupport.  PeerEnt has a coefficient of 0.458 and significant at the 0.01 level, while 
PeerSupport has a coefficient of 0.299 and significance at 0.05 level.  This tells us that interest in 
entrepreneurship can be explained partially by having entrepreneurial friends as well as friends who are 
supportive of entrepreneurship. 
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4.5.3 Comparing Across Groups – Peer Factors 
As with factors of parents and significant other, we repeat the linear regressions and T-test, 
separating gender and nationality to observe differences between these groups for peer factors.   
Table 24. Regression Coefficients – Peer Factors (Male vs Female) 
 Male Female 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B 
Std. 
Error Beta B Std. Error Beta 
(Constant) 0.772 0.623   1.239 0.218 1.534 0.744   2.062 0.042 
Peer Ent 0.424 0.112 0.338 3.774 0.000 0.536 0.146 0.380 3.665 0.000 
Peer 
AdvFreq 0.125 0.156 0.084 0.798 0.426 -0.027 0.165 -0.019 -0.162 0.871 
Peer 
Influence 0.107 0.131 0.080 0.818 0.415 0.010 0.183 0.006 0.053 0.958 
Peer 
Support 0.383 0.156 0.207 2.459 0.015 0.135 0.180 0.078 0.751 0.455 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Gender = F 
 
b. Selecting only cases for which Gender = M 
       
 
Table 25. Regression Coefficients – Peer Factors (Japanese vs Non-Japanese) 
 Japanese Non-Japanese 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B 
Std. 
Error Beta B Std. Error Beta 
(Constant) 0.836 0.560   1.494 0.137 1.403 0.951   1.475 0.145 
Peer Ent 0.409 0.107 0.319 3.840 0.000 0.528 0.171 0.364 3.081 0.003 
Peer 
AdvFreq 0.087 0.131 0.061 0.665 0.507 0.033 0.238 0.021 0.137 0.891 
Peer 
Influence 0.094 0.126 0.065 0.742 0.459 0.101 0.217 0.069 0.465 0.643 
Peer 
Support 0.340 0.138 0.201 2.470 0.015 0.185 0.237 0.088 0.779 0.439 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Nationality = Non-Japanese 
b. Selecting only cases for which Nationality = Japanese 
     
 
When breaking the groups down by gender and nationality, we observed that for the male population and the 
Japanese population, the variables PeerEnt and PeerSupport are statistically significant, which is consistent 
with what we observed for the total population.  However, for the female population and the non-Japanese 
population, PeerSupport lost significance as an explanatory variable that was observed on the total level, 
although PeerEnt remain highly significant for both groups.  The implication is that having entrepreneurial 
friends may be correlated to an individual’s interest in entrepreneurship regardless of gender and nationality, 
but having friends who are supportive of entrepreneurship only seems to affect the male and the Japanese 
populations, but not for the female and the non-Japanese populations. 
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 As for the T-test to compare means for peer factors (PeerEnt, PeerAdvFreq, PeerInfluence, 
PeerSupport) between the demographic groups, no statistically significant differences were found between 
male and female, and no significant differences were found between Japanese and non-Japanese populations. 
 
4.6 FACTORS RELATED TO CULTURE AND SOCIETY 
4.6.1 Univariate Analysis – Cultural and Social Factors 
To answer the second research question, the final group of factors to be analyzed does not involve 
people’s personal relationships, but rather the cultural and social values in the context of the society as a 
whole.  Utilizing the main variable for interest in entrepreneurship (InterestEnt) to run a Pearson 
Correlation for the entire population with six variables related culture and society: the importance of one’s 
professional social status (StatusImportance), one’s desire to pursue professions of high social status 
(StatusPursue), one’s opinion of entrepreneurs’ social status verses other professions (StatusEnt), how much 
one admires and respects entrepreneurs (AdmResEnt), the influence of social status of professions 
(StatusInfluence), and the influence of social and cultural values (ValuesInfluence). 
Table 26. Correlations – Cultural and Social Factors 
 Pearson Correlations 
  
Interest 
Ent 
Status 
Importance 
Status 
Pursue 
Status 
Ent 
AdmRes 
Ent 
Status 
Influence 
Value 
Influence 
Interest Ent 1             
Status Importance 0.090 1      
Status Pursue 0.074 .793** 1     
Status Ent .251** .151* .206** 1    
AdmRes Ent .410** 0.106 0.128 .303** 1   
Status Influence 0.026 .683** .718** 0.107 0.090 1  
Value Influence 0.039 .453** .466** 0.099 .149* .563** 1 
**. Correlation is significant at the 0.01 level (2-tailed). 
    
*. Correlation is significant at the 0.05 level (2-tailed). 
    
 
The Pearson correlation shows that two of the six variables are significantly correlated with interest in 
entrepreneurship.  An individual’s admiration and respect towards entrepreneur’s (AdmResEnt) appears to 
show the stronger correlation at 0.410, and high opinion of entrepreneurs’ social status (StatusEnt) show a 
correlation of 0.251, both variables are highly significant at the 0.01 level.  This implies that people who 
admire and respect entrepreneurs and people who think entrepreneurs enjoy high social status may have 
higher interest in entrepreneurship.  Although the caveat here is that the two variables seem highly 
correlated between themselves.  The Spearman Correlation results agreed with the Pearson Correlations. 
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4.6.2 Multivariate Analysis – Cultural and Social Factors 
Using linear regression, we again control for the effect of other independent variables to find out 
which one between AdmResEnt and StatusEnt is truly correlated with interest in entrepreneurship.  With 
no multicollinearity, the same linear regression model is repeated with cultural and social factors against the 
dependent variable InterestEnt for the entire population.  
Table 27. Regression Coefficients – Cultural and Social Factors 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta 
(Constant) 1.722 0.455   3.783 0.000 
Status Importance 0.139 0.137 0.108 1.015 0.311 
Status Pursue -0.040 0.137 -0.033 -0.294 0.769 
Status Ent 0.228 0.109 0.139 2.092 0.038 
AdmRes Ent 0.470 0.083 0.370 5.638 0.000 
Status Influence -0.070 0.129 -0.053 -0.538 0.591 
Value Influence -0.044 0.100 -0.033 -0.438 0.662 
a. Dependent Variable: Interest Ent 
 
The results showed that both StatusEnt and AdmResEnt are significant as explanatory variables, and just 
like the Pearson correlation, AdmResEnt showed a stronger predictive coefficient at 0.470, with P-value at 
0.000 which means highly significant.  StatusEnt has a coefficient of 0.228, and significant at the 0.05 level.  
The implication is that the more an individual admires and respects entrepreneurs, and the higher social 
status they attach to entrepreneurs, the more likely they are to be interested in entrepreneurship.  Other 
factors such as the importance of social status, and how much status influence one’s career decision, appear 
to have no impact on a person’s interest in entrepreneurship. 
4.6.3 Comparing Across Groups – Cultural and Social Factors 
As with relationship factors analyzed above, we repeat the linear regressions and T-test for cultural 
and social factors, separating gender and nationality to observe differences between these groups.   
Table 28. Regression Coefficients – Cultural and Social Factors (Male vs Female) 
 Male Female 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta B Std. Error Beta 
(Constant) 1.905 0.568   3.356 0.001 1.619 0.743   2.178 0.032 
Status 
Importance 
0.079 0.189 0.065 0.416 0.678 0.369 0.206 0.268 1.794 0.076 
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Status 
Pursue 
0.019 0.183 0.017 0.106 0.916 -0.159 0.207 -0.125 -0.767 0.445 
Status Ent 0.343 0.140 0.221 2.455 0.016 -0.001 0.181 0.000 -0.003 0.998 
AdmRes 
Ent 
0.438 0.106 0.365 4.143 0.000 0.561 0.138 0.424 4.077 0.000 
Status 
Influence 
-0.070 0.187 -0.058 -0.375 0.708 -0.055 0.190 -0.039 -0.291 0.772 
Value 
Influence 
-0.091 0.134 -0.068 -0.682 0.496 -0.122 0.157 -0.100 -0.777 0.439 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Gender = F 
 
b. Selecting only cases for which Gender = M 
       
 
Table 29. Regression Coefficients – Cultural and Social Factors (Japanese vs Non-Japanese) 
 Japanese Non-Japanese 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig.   B Std. Error Beta B Std. Error Beta 
(Constant) 1.609 0.522   3.081 0.003 1.810 0.948   1.909 0.060 
Status 
Importance 
0.171 0.170 0.137 1.005 0.317 0.154 0.239 0.113 0.643 0.522 
Status 
Pursue 
0.072 0.174 0.060 0.414 0.680 -0.158 0.231 -0.129 -0.685 0.496 
Status Ent 0.353 0.142 0.202 2.489 0.014 0.109 0.178 0.072 0.609 0.545 
AdmRes 
Ent 
0.464 0.094 0.389 4.912 0.000 0.471 0.194 0.290 2.423 0.018 
Status 
Influence 
-0.302 0.167 -0.236 -1.806 0.073 0.207 0.217 0.154 0.953 0.344 
Value 
Influence 
-0.033 0.122 -0.025 -0.269 0.788 -0.111 0.179 -0.086 -0.624 0.535 
a. Dependent Variable: Interest Ent b. Selecting only cases for which Nationality = Non-Japanese 
b. Selecting only cases for which Nationality = Japanese 
     
 
The regression results for male population and the Japanese population showed that StatusEnt and 
AdmResEnt variable remained statistically significant, as what we observed for the total population.  For 
the Japanese population specifically, another variable StatusInfluence became marginally significant with a 
coefficient of -0.302 at the 10% level, suggesting that, for the Japanese, influence from social status may be 
somewhat negatively correlated with their interest in entrepreneurship.  However, for the female population 
and the non-Japanese population, StatusEnt lost significance as an explanatory variable that was observed 
on the total level, only AdmResEnt remained significant for these two groups.  The implication is that the 
level of admiration for entrepreneurs is correlated with interest in entrepreneurship, regardless of gender and 
nationality.  But the perception of entrepreneurs’ social status is only correlated with interest for the male 
and the Japanese populations, not for the female and non-Japanese populations. 
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Table 30. Compare Means – Cultural and Social Factors 
  
Gender N Mean 
Std. 
Deviation 
Std. 
Error 
Mean 
Nationality N Mean 
Std. 
Deviation 
Std. Error 
Mean 
Status 
Importance 
M 122 3.15 1.197 0.108 Japanese 140 3.16 1.140 0.096 
F 95 3.24 1.028 0.106 
Non-
Japanese 
77 3.25 1.102 0.126 
Status 
Pursue 
M 122 3.16 1.253 0.113 Japanese 140 3.14 1.179 0.100 
F 95 3.16 1.114 0.114 
Non-
Japanese 
77 3.18 1.222 0.139 
Status Ent 
M 122 3.10 0.931 0.084 Japanese 140 3.01 0.813 0.069 
F 95 3.07 0.828 0.085 
Non-
Japanese 
77 3.22 0.995 0.113 
AdmRes 
Ent 
M 122 3.42 1.205 0.109 Japanese 140 3.22** 1.194 0.101 
F 95 3.49 1.071 0.110 
Non-
Japanese 
77 3.87** 0.923 0.105 
Status 
Influence 
M 122 3.02 1.199 0.109 Japanese 140 3.07 1.110 0.094 
F 95 3.01 0.995 0.102 
Non-
Japanese 
77 2.91 1.114 0.127 
Value 
Influence 
M 122 3.48 1.070 0.097 Japanese 140 3.46 1.082 0.091 
F 95 3.35 1.156 0.119 
Non-
Japanese 
77 3.35 1.156 0.132 
**. Significant at the 0.01 level (2-tailed). *. Significant at the 0.05 level (2-tailed). Italics. Significant at the 0.10 level (2-tailed). 
 
T-Test to compare means for cultural and social factors (StatusImportance, StatusPursue, StatusEnt, 
AdmResEnt, StatusInfluence, ValueInfluence) showed no statistically significant differences between male 
and female.  For Japanese vs non-Japanese, significant differences were observed for the means of 
AdmResEnt at the 0.01 level and StatusEnt at the 0.10 level, implying that non-Japanese tend to admire and 
respect entrepreneurs more than the Japanese, and they also tend to view entrepreneurs with higher status 
than the Japanese would, though the statistical significance is marginal.  Results of the Mann-Whitney U-
Test showed consistent results to the T-test for the male and female populations, and it confirmed the 
difference in means of AdmResEnt and StatusEnt between the Japanese and non-Japanese. 
 
4.7 SUMMARY 
To summarize the findings, and to answer the third research question of finding significant 
differences in key drivers of entrepreneurial interest across different demographic groups, the table below 
lists all variables found to have statistically significant correlations to entrepreneurial interest (InterestEnt) 
from all four domains of influence (parents, significant other, peers, and society/culture).  This table offers 
a quick comparison between the demographic groups (gender and nationality), with each variable’s 
significance P-value and difference in means. 
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Table 31. Summary of Quantitative Findings 
 
Interesting observations between the genders: the male population have identical significant variables to the 
overall population, while the female population had fewer significant variables, but had two marginally 
significant (0.10 level) variables (ParentsSupport and SODefy) that were not observed in the overall 
population.  As for nationality, the non-Japanese population had very few significant variables, sharing only 
two (PeerEnt, AdmResEnt) with the overall population, while the Japanese population shared all of them 
plus three additional variables (SOSupport, SODefy, StatusInfluence), albeit two of them only marginally 
significant (0.10 level).  The means for most variables were not significantly different between the two 
genders, the only exception was that males on average were more defiant to parents’ expectations than 
females.  Between nationalities, besides the observations already made in section 4.2.2 on openness to 
marry and admiration for entrepreneurs, the non-Japanese population on average also received more parental 
support than the Japanese population. 
 P-Value P-Value Means P-Value Means 
 Total Male Female Male Female Japanese 
Non- 
Japanese Japanese 
Non- 
Japanese 
Parents Ent 0.003** 0.003** 
Not 
Sig. 
- - 0.005** Not Sig. - - 
Parents 
Support 
Not Sig. Not Sig. 0.092 3.30 3.48 Not Sig. Not Sig. 3.11** 3.87** 
Parents Defy 0.002** 0.000** 
Not 
Sig. 
4.02** 3.62** 0.015* Not Sig. 3.77 3.97 
SO Support Not Sig. Not Sig. 
Not 
Sig. 
3.51 3.60 0.036* Not Sig. 3.49 3.65 
SO Defy Not Sig. Not Sig. 0.055 3.57 3.45 0.079 Not Sig. 3.51 3.52 
SO Marry 0.000** 0.008** 0.001** 1.29 1.15 0.000** Not Sig. 1.14* 1.39* 
Peer Ent 0.000** 0.000** 0.000** 3.09 3.16 0.000** 0.003** 3.04 3.27 
Peer Support 0.013* 0.015* 
Not 
Sig. 
3.95 3.81 0.015* Not Sig. 3.86 3.94 
Status Ent 0.038* 0.016* 
Not 
Sig. 
3.10 3.07 0.014* Not Sig. 3.01 3.22 
AdmRes Ent 0.000** 0.000** 0.000** 3.42 3.49 0.000** 0.018* 3.22** 3.87** 
Status 
Influence 
Not Sig. Not Sig. 
Not 
Sig. 
3.02 3.01 0.073 Not Sig. 3.07 2.91 
**. Significant at the 0.01 level (2-tailed). *. Significant at the 0.05 level (2-tailed). Italics. Significant at the 0.10 level (2-tailed). 
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CHAPTER 5. QUALITATIVE ANALYSIS 
5.1 INTRODUCTION 
The purpose of the qualitative analysis is to add meaningful narrative to the quantitative 
observations.  Four entrepreneurs were interviewed as part of the qualitative portion of this research.  
Their experiences would add valuable insights that takes the research one step beyond raw data analysis and 
help fill the gaps to answering the research questions.  At the same time, it can help describe alternate 
scenarios that could not be captured by static survey questions. 
Quick overview of the demographic profile of the interviewees, from here on referred to as Mr. N 
(male entrepreneur 1), Mr. M, (male entrepreneur 2), Ms. S (female entrepreneur 1), and Ms. K (female 
entrepreneur 2).  All four individuals are of Japanese nationality, age 30’s to 40’s, graduates or current 
students of Waseda Business School, Japanese and English bilingual speakers, and have been running their 
business for various lengths of time. 
Mr. N’s company is involved in the online travel agency business, it creates applications and 
technical solutions for booking travel accommodations.  The company is a small-scale startup with less 
than 5 employees.  Mr. N worked in consulting before graduating from WBS about 4 years ago and co-
founded the company with another WBS alumni.  Mr. M also graduated from WBS about 4 years ago and 
started his business shortly afterwards.  He worked for a famous foreign IT company before starting his 
business 3 years ago to develop technical solutions to help businesses transform the way they communicate 
at work, and now has about 20 employees in his company.  Ms. S graduated from WBS about 2 years ago, 
she had previously worked for a foreign industrial company.  She started her company immediately after 
graduation to focus on career counseling and development for foreign jobseekers in Japan; she works mostly 
by herself and handles most business matters alone.  Ms. K worked as a government officer before starting 
her company more than 10 years ago, she now has 5 employees in the company.  She currently studies at 
WBS while managing her company, working with large foreign corporations to provide leadership 
consulting and training, specifically focusing on women’s leadership. 
All four interviewees first completed the survey in the quantitative portion of the research, and they 
are among the population of 217 respondents.  Follow-up questions based on an interview guide template 
were prepared for the interviews.  They were similar to the quantitative analysis in that they were also 
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focused on the four domains of influence: parents, significant other, peers, and society/culture, with small 
tweaks to adjust for context specific to the interviewee and according to how they responded to the survey. 
 
5.2 INTERNAL AND PERSONAL FACTORS 
5.2.1 Motivation to Start Up 
All of four interviewees had good careers before transitioning to entrepreneurship.  Two key 
observations were made from the entrepreneurs’ answer to their motivation to startup:  
1) Freedom live life in their own way:  
“I don’t want to die with [regret].  I want to challenge till the day I die. My grandma 
and grandpa were business owners, they were controlling their lives… I wanted to 
become like my grandparents” (Mr. N) 
 “I have freedom to choose my client, my business partner, people I want to hire, and 
I can set the price I want for my services.  After [quitting my job], I don’t know 
when I will die so want to try to live my own life and unleash my potential.” (Ms. K) 
“I feel like [I can accomplish more things] if I can decide how to spend my time rather 
than the company deciding my schedule” (Ms. S) 
 
2) Contribute to society: 
“Give my time and gift to society and [help] others.” (Ms. K) 
“Giving up time with my kids is not worth it, unless I am doing something truly 
valuable and contributing to society, and I am not simply giving away that time for a 
company.” (Ms. S) 
“[my last company] really impacted the society globally, and really pushed me to try 
to [do something] by myself and contribute to society.” (Mr. M) 
5.2.2 Timing of Decision 
Each entrepreneur had different timing and experiences that triggered their decision to quit their 
jobs and start up.  The common factor here is they all attended business school, and three of them started 
their companies after graduation, but each of them had thought about this step at different points of their 
careers, some while working, some after graduation, some before entering business school. 
“[my last company] was still a startup when I joined… they were trying to change the 
world and I was amazed, and it really inspired me.  I had no interest in 
entrepreneurship before joining them in 2007, after that it changed” (Mr. M) 
“Since I was 18, I always wanted to become an entrepreneur” (Mr. N) 
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“I enjoyed working at the company, but I realized I could do more to help people.  
After business school I thought if I don’t start up now, I probably won’t ever start up.” 
(Ms. S) 
“I was too stressed from my job at the government office, and my health was 
declining… my intuition told me I should quit so I started as a freelancer.” (Ms. K) 
 
Mr. M and Ms. S came to the realization to start up at some point in the middle of their careers, and Ms. K 
was triggered by health concerns, while for Mr. N, he always knew he wanted to be an entrepreneur some 
day and would regret it if he did not try. 
5.2.3 Other Indicators of Entrepreneurial Intention 
As presented earlier in the quantitative section, the entrepreneurial experiences that had strong 
correlation to entrepreneurial interest were joining entrepreneur student club or circle, taking courses related 
to entrepreneurship, participating in entrepreneurship seminars and events.  All four entrepreneurs 
interviewed had multiple of such experiences and were active seekers of opportunities to learn about 
entrepreneurship before they started up. 
“I was in the entrepreneurship seminar at WBS and I helped set up an 
entrepreneurship circle, a community for startups.” (Mr. M) 
“I joined entrepreneurship [seminar], and took the class, and that’s where I met my 
future wife” (Mr. N) 
“I met many entrepreneurs at seminars which motivated me even more” (Ms. S) 
 
However, as section 4.2.3 had eluded to, these experiences did not necessarily mean they caused individuals 
to become more interested in entrepreneurship.  Per the interviewees, some of them were already interested 
in entrepreneurship before they took part in these experiences.  However, it does not rule out the possibility 
that taking a class or joining a seminar for entrepreneurs could stimulate or strengthen one’s interest.  In 
Ms. S’s case, when she went to seminars and met entrepreneurs, it motivated her more after hearing about 
their experiences and receiving words of encouragement and advice. 
 
5.3 FACTORS RELATED TO PARENTS 
5.3.1 Background and Influence of Parents 
The quantitative analysis showed that having an entrepreneur parent could be a significant factor in 
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interest in entrepreneurship (section, 4.3.2), and this was observed in two entrepreneurs who had parents that 
started their own businesses. 
“My father is a doctor, and he started his own clinic, so he was like an entrepreneur.  
I never realized I was affected by him to start up.” (Mr. M) 
“My father was so strict to me, but he was an entrepreneur too, I strongly believed that 
[my parents] influenced me to become entrepreneur” (Ms. K) 
 
However, the other two entrepreneurs did not have such experiences, but still had strong impact on their 
decision in other unexpected ways. 
“My parents were not entrepreneurs, but they were not so strict and gave me the 
freedom to choose.  It allowed me to decide what I wanted to do.  The kanji in my 
name means freedom and that’s what they wanted for me” (Ms. S) 
“[My father] was a pilot, he hated his work and was not in control of his life.  
Because my father seemed not so happy even with his highly paid full-time job… I 
thought ‘…why is he so unhappy?’  They wanted me to have stable job and that had 
a big impact on my career [in the opposite way].  I listened to what my parents said, 
but I didn’t obey!” (Mr. N) 
 
Contrasting with the first two entrepreneurs, even though they had no entrepreneur parents, they nevertheless 
felt strongly affected by them.  In Ms. S’s case, she had the freedom because her parents wanted her to live 
freely.  While in Mr. N’s case, his father appeared to be a case of negative reinforcement, where he 
witnesses his father being unhappy even with a stable high paying job and did not want to be like him.  He 
also mentioned that he was not willing to simply obey what his parents tell him, and showed strong defiance, 
lending support to the significant variable ParentsDefy established earlier in section 4.3.2. 
5.3.2 Support of Parents 
Parents’ support was shown to have a significant univariate correlation with interest in 
entrepreneurship in section 4.3.1, but in the multivariate analysis, it was not a significant variable.  Among 
the entrepreneurs interviewed, only one receive explicit support from parents. 
“My father was really glad that I worked for famous large company, but didn’t expect 
me to work there forever, so he really supported me to start my business.  My mother 
was a housewife and didn’t know much about business, but she also supported me” 
(Mr. M) 
 
The other parents’ attitude ranged from caution to outright objection. 
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“Actually [my parents] never said to me I should become entrepreneur, because they 
already know being entrepreneur is very tough.  Being a regular employee was much 
easier.” (Ms. K) 
“They were very surprised but were not against my decision.  They didn’t seem to be 
happy because they worried that I will become busier than before.  But they never 
said I shouldn’t do it” (Ms. S) 
 “My father said, ‘Get a job!’… He thought I couldn’t succeed as an entrepreneur.  I 
was… not a good son, I guess.  I tried to be unique.  But my parents are typical 
employee and housewife, so they wanted me to get stable job.  I have been motivated 
to prove that his opinion is wrong.” (Mr. N) 
 
Despite the lack of support or disapproval, these entrepreneurs carried on and started their own businesses.  
Perhaps parents’ support, or the lack thereof, is not so significant a factor to entrepreneurs who are truly 
motivated to start up.  Mr. N, in particular, decided to start up despite his father’s unequivocal objection, 
and used it as motivation to succeed, even at the cost of worsening his relationship with his father. 
 
5.4 FACTORS RELATED TO SIGNIFICANT OTHER 
5.4.1 Support and Influence from Significant Other 
In section 4.4.3, the multivariate analysis showed that significant other’s support was significant for 
the Japanese population.  This proposition appears to be supported by the experiences of the entrepreneurs 
interviewed. 
“[My wife] was really special, I don’t think I could have done it without her.  Around 
3 years ago, our business condition was not good, and she said, ‘Don’t give up on your 
dream!’ because she works for a huge profitable company and her salary is super high.  
If she hadn’t supported me, I wouldn’t have married her.” (Mr. N) 
“Even when I worked as an employee, I had some ideas about starting up but was not 
confident, but my husband encouraged me and said, ‘Why not try?’” (Ms. S) 
“When I first met my wife, I was still working, but I told her I will be quitting my job 
to start my company.  She understood and was supportive of my decision to start up 
from the beginning.” (Mr. M) 
“I met my husband after I became an entrepreneur.  He was only surprised when he 
found out I have my own business.  After he realized how much I was earning, he 
was even more surprised.  He recognized this is what I want to do and supported me 
in many ways after that, and never forced any expectation on me.” (Ms. K) 
5.4.2 Other Positive Factors 
We observed in section 4.4.3 that openness to marrying an entrepreneur was a strong and significant 
factor for interest in entrepreneurship.  Even though the data was from the respondent’s point of view, what 
 49 
we observed from the interviewees’ comments, three of the four entrepreneurs’ spouses willingly married 
them knowing they are or will become entrepreneur.  This could imply that openness to marrying 
entrepreneurs from the partner’s perspective may indeed be a significant determinant for fostering 
entrepreneurship.  As seen from these real-life examples, having agreeable partners gave the entrepreneurs 
peace of mind to pursue their goals. 
 
5.5 FACTORS RELATED TO FRIENDS AND SOCIAL CIRCLE 
5.5.1 Support and Influence from Peers 
Previously in section 4.5.2, we observed that having entrepreneur peers and support from peers were 
important drivers to higher interest in entrepreneurship.  Here, we found supporting and opposing evidence 
from the interviewees’ comments. 
 “Of course, my friends who are entrepreneurs are supportive.  The ones 
who are not entrepreneurs, they don’t have any responsibility, so their support is 
meaningless.” (Mr. N) 
“My friends outside my professional life really had no impact, even if they voiced 
support, there was nothing much they could offer.” (Ms. S) 
“Majority of the people just supported me vocally, but it really doesn’t mean anything 
for me.  People who are real supporters are very rare.  It is the [entrepreneur’s] job 
to find real supporters, and if we can find more real supporters, we can be more 
successful” (Mr. M) 
“I have many entrepreneur friends, they all encouraged me, it’s very good when we 
encourage each other, but it’s not so [influential to me]” (Ms. K) 
 
While all entrepreneurs agreed simple show of vocal support from ordinary peers mean little, Mr. M 
mentioned that finding true supporters is critical to their success, so the importance of peer support ultimately 
depends on the peer and whether they can offer meaningful and tangible assistance. 
5.5.2 Change in Social Relationships 
Two of the four entrepreneurs mentioned that after they started up, their social circle and the 
associates that surround them with have changed significantly. 
“After quitting my job, majority of the time I’m meeting with entrepreneurs and VCs, 
my personal connections have changed, I don’t meet with salarymen anymore unless 
they were my classmates… because my interest and what I talk about are very 
different from them.” (Mr. M) 
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“The way of thinking is very different between my entrepreneur friends and common 
friends, I like both… but I cannot communicate well with common friends already, it 
became harder [after I started up]” (Ms. K) 
 
5.6 FACTORS RELATED TO CULTURE AND SOCIETY 
5.6.1 Importance of Social Status 
The quantitative analysis in section 4.6.3 showed that the importance and desire to pursue social 
status were not important factors in interest of entrepreneurship.  The opinions of the entrepreneurs 
interviewed seems to be consistent with this observation. 
“Japanese people have a misunderstanding of happiness.  Maybe when I was [in my 
20’s], fame and social status made me happy, but actually I found happiness by 
building connections with people I cared about such as my cofounders.” (Mr. N) 
 “I [don’t care] at all about how people think of me as an entrepreneur” (Mr. 
M) 
“People asked me why I quit and gave up a nice government job that had high status.” 
(Ms. K) 
Three of the four individuals gave up jobs that are considered high status in the Japanese social context to 
pursue entrepreneurship, and all of them feel that they are happier than before.   
5.6.2 Entrepreneur’s Social Status 
The consensus from the four interviewees was that entrepreneurs in Japan are not regarded with 
high social status.  They agreed that while successful entrepreneurs are highly respected and enjoy high 
social status in Japan, new entrepreneurs are not given such treatment.  One interviewee believes the 
society’s view on entrepreneurs is improving, but others feel that some people in Japan, especially the older 
generation, still do not think highly of entrepreneurs. 
“Entrepreneurs are only given high status if successful; some of the older people in 
Japan still think being entrepreneur is not real job, but just [playing around].” (Mr. N) 
“I do feel entrepreneurs’ status is not very high in Japan, especially when they’re just 
starting out.  But if you become successful, you do get a lot of admiration” (Ms. S) 
“If you’re a successful entrepreneur, the status will be so high, near the top, but new 
entrepreneurs’ status isn’t so high.  But people’s views are changing, entrepreneurs’ 
value is higher than before.” (Mr. M) 
“… Of course, salarymen think their social status are higher than entrepreneurs.  But 
being entrepreneur has [inconveniences], since entrepreneurs’ social status in Japan is 
lower than company employees, for example, getting a loan from banks is more 
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difficult even though we make more money!” (Ms. K) 
 
5.7 SUMMARY 
By closely analyzing the experiences of the four entrepreneurs I interviewed, we were able to better 
understand their state of mind when they started up.  We saw that while some of the entrepreneurs received 
strong support, others had to overcome difficult challenges from within their family to start up. 
For the most part, findings from the qualitative analysis of real experiences concurred with the 
general observations from the quantitative analysis.  The qualitative information took things one step 
further and was able to better discern certain nuances that the quantitative data was not able to.   
For example, with regards to peer effect (PeerEnt and PeerSupport), the static data is not able to 
truly differentiate the different types of peers: entrepreneur vs ordinary, support from whom, and what kind 
of relationship the entrepreneur has with such people.  The insights from the entrepreneurs shed light on 
this specific topic and were incredibly valuable. 
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CHAPTER 6. DISCUSSION OF RESULTS AND CONCLUSION 
6.1 OVERVIEW 
The thesis is an exploration of the role of cultural and social forces and their effect on people’s 
interest in pursuing entrepreneurship.  Specifically, how an individual’s closest personal relationships such 
as family and spouse, and social circle such as classmates, colleagues, peers, as well as larger societal 
contexts and cultural values, influence their interest and motivation to pursue entrepreneurship and their 
opinion on entrepreneurship a career choice.  Summarizing the three research questions: 
RQ1. What are the key relationship/social/cultural factors that drive interest in entrepreneurship? 
RQ2. How do individuals’ personal factors and opinions on entrepreneurship affect their interest? 
RQ3. Are there importance differences in attitudes and tendencies between demographic groups? 
To answer these research questions, a two-pronged research approach was used: 1) quantitative survey to 
gather opinions and perceptions from people living in Japan using a questionnaire with calibrated Likert 
scale, 2) qualitative case studies on several entrepreneurs in Japan using interviews.   
By systematically studying the interaction between these factors and people’s overall interest and 
attitude towards entrepreneurship using empirical data and actual experiences, this research hoped to 
contribute to the entrepreneurship and Japanese business literature by providing a deeper understanding of 
the significance of social and cultural forces that influence entrepreneurship.  This is often referred to by 
the media as an underlying reason for Japan’s lack of entrepreneurship, but it is not sufficiently well 
understood.  An improved understanding of these factors and how they directly and indirectly impact 
entrepreneurship is the key for anyone attempting to formulate solutions to raise the level of entrepreneurial 
activity in this country. 
The research method is centered around investigating four major domains of influence: parents, 
significant other, friends and peers, and social and cultural values.  Detailed questions were developed with 
calibrated scaled answer choices, and an interview guide was developed for the case studies.  The 
quantitative data was gathered using an electronic survey distributed online, and qualitative data was 
gathered from in-person interviews.  Statistical analyses were conducted to investigate the significance of 
the variables (factors), and qualitative analysis using the interview materials was used to complement the 
quantitative findings. 
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6.2 DISCUSSION OF RESULTS AND IMPLICATIONS 
6.2.1 Key Quantitative Observations 
A total of 28 categorical variables (6 dichotomous and 22 ordinal) were used to measure various 
feelings, attitudes, and perceptions from the respondents, along with one main independent variable that 
measures the respondents’ interest level in pursuing entrepreneurship.  The 22 ordinal variables were 
separated into four groups: parents, significant other, peers, and society/culture, corresponding to the four 
domains of influence.  Each group of variables was analyzed using univariate and multivariate techniques 
to find correlations and significance. 
The analysis first discovered a statistically significant difference in that the male population tend to 
be more interested in entrepreneurship than the female populations.  Though this difference was not 
significant between the Japanese and non-Japanese populations, the non-Japanese appeared to admire and 
respect entrepreneur more, and they show a higher openness to marry entrepreneurs than the Japanese. 
Using the 6 dichotomous variables that contained the respondents’ previous experiences with 
entrepreneurship, it was discovered that for the overall population, people who joined entrepreneurship 
clubs/circles, took courses in entrepreneurship, participated in entrepreneur seminars/events, and have 
started up businesses, tend to exhibit higher interest in entrepreneurship.  Among these significant 
experiences, being a member of entrepreneurship club/circle was shown to be the biggest difference maker 
on average. 
Among the 22 ordinal variables, results of the analysis show that 11 exhibited some form of 
significant (Table 31) correlation with interest in entrepreneurship.  Breaking down the factors by domain: 
1) Parents: It was observed that parental influences do impact the overall population’s interest in 
entrepreneurship.  In particular, having entrepreneur parents and willingness to defy parents’ wish were 
found to be correlated with higher interest in entrepreneurship.  This was especially true for the male 
and the Japanese populations, but not so for the female and the non-Japanese populations.  The female 
and the non-Japanese had no significant variables among the parental factors, hence their interest in 
pursuing entrepreneurship may be driven by factors other than parents. 
2) Significant Other: The analysis showed that significant others’ influences also have some impact on 
interest in entrepreneurship.  Specifically, an individual’s openness to marrying entrepreneurs was 
observed to have significant correlation to interest in entrepreneurship, this applied to both genders and 
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the Japanese population, but was not significant for the non-Japanese.  In addition, for the Japanese 
population, having a supportive life partner or spouse was seen to have a positive correlation.  This 
implies that for the Japanese, being open to marry entrepreneurs and having supportive partners are 
important considerations.  The non-Japanese population, however, also had no significant variables 
related to the significant other. 
3) Peers: The analysis also showed that peer influences play an important role in interest in 
entrepreneurship.  Particularly, having peers and friends who are pursuing entrepreneurship was found 
to be highly significant for the overall population and for both genders and nationality groups.  This 
implies that being around entrepreneurial peers may have a positive impact on an individual’s interest 
in entrepreneurship.  Having the supportive friends and peers also showed significant correlation with 
higher interest for the overall, male, and Japanese populations, however this was not the case for the 
female and non-Japanese populations. 
4) Social/Cultural: We also found that social and cultural influences could be significant drivers for interest 
in entrepreneurship.  Notably, having admiration and respect for entrepreneurs was observed to be a 
significant driver for the overall population and for both genders and nationality groups, inferring that 
admiration and respect towards entrepreneurs is strongly linked to interest in entrepreneurship.  For the 
male and Japanese populations, positive correlation to entrepreneurial interest was also observed for 
those who regard entrepreneurs with high social status among other professions, however, this 
correlation was not significant for the female and non-Japanese populations. 
6.2.2 Key Qualitative Observations 
Based on the interview materials gathered from four entrepreneurs in Japan, analysis of their 
detailed experiences and commentary resulted in the following observations by domain: 
1) Parents: The qualitative information appears to support the quantitative findings in that having 
entrepreneurial parents are helpful in stimulating interest in entrepreneurship.  Also, one entrepreneur’s 
experience showed a real-life example that having the will to defy parents’ expectations could be an 
important factor to becoming entrepreneurial; and that parents’ objections and doubts can actually be 
used as a motivating factor in striving for entrepreneurial success.  The female entrepreneurs 
interviewed, despite not receiving explicit support from parents, went on to become entrepreneurs 
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anyway.  This may support the argument that parents support may not be a such significant variable 
after all, contradictory to the quantitative findings. 
2) Significant Other: Analysis of the qualitative information showed that it was consistent with the 
quantitative findings, that having support from significant other is key to entrepreneurship, as all four 
interviewees received various degrees of support from their spouses.  The quantitative analysis found 
that openness to marrying an entrepreneur was also a significant variable, from the actual experiences 
of the interviewees, we may have some indirect evidence to support this observation as three of the 
spouses married the interviewees knowing they were or will become entrepreneurs. 
3) Peers: The entrepreneurs interviewed were in agreement that peer support was not exactly a strong 
influence for them, which is contrary to the quantitative findings.  However, in reality, it depends who 
these peers are and whether they are true and tangible supporters, and not just vocal supporters.  One 
entrepreneur mentioned that finding true supporters was key to his success.  Consistent with the 
quantitative findings, the interviewees eluded to having entrepreneurial peers as important for 
motivation, encouragement, and support network. 
4) Society/Culture: The interviewees also concurred about the significance of social status, that even 
though they believed the social status of entrepreneurs in Japan is not high, it was also not an important 
factor in them becoming entrepreneurs.  This observation is consistent with the quantitative findings 
that the importance and desire for social status were not significant variables.  It appeared that other 
significant motivations, such as the pursuit of freedom, living life on their terms, and desire to contribute 
to the society, were more prominent drivers of their entrepreneurial spirit. 
6.2.3 Implications and Recommendations 
For someone trying to design solutions to help Japan increase its entrepreneurship, purely from a 
social and cultural context and not considering factors outside of those discussed in the thesis, there are 
several recommendations that could be made. 
1) Promoting Entrepreneurs – The lack of successful role models is one of the reasons why entrepreneurs 
are not held in high regard in the Japanese society.  It is simply not possible to increase the number of 
entrepreneurs to foster a more entrepreneurial next generation.  Mentality can be changed slowly with 
increased positive media and promotion of entrepreneurs to the society at large.  By showcasing more 
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success stories of small and medium-sized entrepreneurial ventures rather than the ultra-successful ones, 
people may find that it is actually more attainable than they imagined.  If more entrepreneurs were 
celebrated in Japanese culture, the society’s views may also change favorably, and more people will find 
it an acceptable career choice.  
2) Social Safety – One of the major barriers to entrepreneurship is the financial factor of social safety, since 
being involved in startups is financially risky and uncertain.  Government policies and corporate 
venture initiatives could play a role in reducing that uncertainty and ensuring a baseline of social safety.  
In particular, corporate venture capital divisions of large corporations may be in position to make the 
most impact, as they offer a higher degree of security with ample resources to foster innovation, potential 
entrepreneurs would feel less constrained to take risk and pursue entrepreneurship.  Ensuring a higher 
degree of social safety while reducing the stigma of poor social status could raise people’s openness to 
marrying and partnering with entrepreneurs since financial stability is one of the key considerations in 
Japanese society.  With marriage rates already low in Japan, the last thing the country needs is forcing 
aspiring entrepreneurs to choose between career and marriage. 
3) Support Network – As evidenced by the real experiences of entrepreneurs interviewed, having the 
support networks and mentorship of experienced entrepreneurs can be extremely helpful in fostering 
more entrepreneurial ventures.  Government policymakers, along with entrepreneur associations, 
incubation centers, and accelerator programs should work together to build stronger support networks 
and offer more resources to new entrepreneurs in order improve Japan’s entrepreneurial condition.  
Entrepreneurs often find themselves as lonely pioneers, therefore finding real supporters from within 
the local ecosystem that can advise, provide guidance, and contribute in meaningful ways will be critical 
to their success.   
 
6.3 LIMITATIONS AND FURTHER RESEARCH 
6.3.1 Limitations 
This research was limited in several ways.  As previously mentioned in section 3.4.2, the data 
sample had limitations due to the constraints in the data collection process, resulting in selection bias.  The 
sample size of 217, while large enough for some basic analysis, may be insufficient for more precise and in-
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depth analysis.  The interview process was also limited, the interview targets were slightly lacking in 
number and variation, all four interviewees were Japanese, creating narratives that might be narrow or biased.  
The actual interview process was also not as well organized as planned, with more improvisation and less 
structure than ideal, resulting in some disconnected and incoherent interview materials.  The research 
model also had some shortcomings, as the quantitative analysis heavily relied on a single variable 
(InterestEnt) as the main measurement of individuals’ interest in entrepreneurship.  In reality, it’s difficult 
to measure people’s entrepreneurial interest and intention with one variable. 
6.3.2 Further Research 
To further this research, addressing the limitations mentioned above would be a logical first step.  
Some modifications and improvements can be made to the data collection and interview processes, as well 
as fine-tuning of the research model and the survey questionnaire that it is based on.  For data collection, a 
more demographically varied sample, with data points distributed more widely outside of Waseda University 
and the Tokyo region would make a more compelling quantitative analysis, as the data would be more 
randomized and varied.  A larger sample size would also be more useful, as larger populations of each 
demographic subgroup would allow for more reliable comparisons across groups. 
Some questions on the questionnaire were overly nuanced and could be interpreted as vague or 
abstract, adjusting the verbiage of the questions and the answer choices may be necessary.  As for a more 
precise and scientific way to measure people’s interest and motivation in entrepreneurship, rather using a 
single variable, using multiple variables based established frameworks such as the Individual Entrepreneurial 
Orientation (IEO) or Career Anchors may more accurately capture people’s entrepreneurial intention. 
The interview process could be improved by increasing the number and variation of interview 
targets.  For example, including non-Japanese entrepreneurs in Japan would allow for cross cultural 
perspectives and comparisons.  A wider range of interview targets should also be considered to enhance the 
qualitative portion of this research, such as interviewing the parents and spouses of entrepreneurs to include 
their perspectives.  Interviewing people who rejected entrepreneurship may add yet another dynamic to the 
analysis, as it would allow us to understand why people choose not to pursue this career path.  These 
adjustments and improvements would make welcome enhancements to the narrative of the qualitative 
portion of the research. 
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